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Electronic word-of-mouth systems (EWOMS) are information systems that enable 
consumers to communicate their consumption information, generally referred to 
word-of-mouth (WOM) information, through electronic channels. These systems have 
been touted to be an effective mechanism to alleviate information asymmetry and 
opportunistic behaviors in electronic commerce and therefore have become an 
increasingly important supporting system of electronic commerce. This thesis 
contributes to the literature related to EWOMS and electronic-WOM (EWOM) by 
examining two issues, namely consumers’ information contribution to EWOMS and 
consumers’ acceptance of EWOMS information for consumption decision making. 
 
Conceptualizing that human behavior is guided by the goals that an individual 
pursues, theme 1 study integrates goal theories with WOM and EWOMS literature to 
identify what are the goals that could be associated with EWOM participation and 
empirically investigates how these goals would function to influence a consumer to 
engage in EWOM communications.  Results of an experimental study indicate that 
the consumer’s personal information technology innovativeness has a positive 
relationship with the tendency to initiate EWOM participation when there is no 
intervention mechanism and the consumption memory is not accessible. The 
perceived attractiveness of the economic rewards, the expectancy of earning the 
economic rewards, the perceived attractiveness of the distinctive virtual status will 
determine the likelihood of the initiation of EWOM participation when EWOMS 
implements economic rewards or virtual status incentives. The perceived 
attractiveness of reciprocating a satisfactory product and the perceived ability of 
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EWOMS to influence other consumers’ purchase decisions are significant factors 
determining the initiation of EWOM participation when the memory of an 
unsatisfactory or unsatisfactory consumption experience is activated respectively 
 
Conceptualizing the consumer’s acceptance of EWOMS information as a persuasive 
communication episode whereby the EWOMS attempt to influence the consumer’s 
attitude toward and decision with a product, theme 2 study develops research model 
by drawing on the accessibility-diagnosticity model, communication informant 
credibility theories, and the elaboration likelihood model. Empirical findings indicate 
that the perceived diagnosticity of EWOM information and the perceived credibility 
of EWOM informant positively influence the acceptance of EWOM 
recommendations. In addition, the study identifies antecedents of information 
diagnosticity and informant credibility in the EWOMS context as well as reveals the 
moderating effect of the individual’s information processing disposition. 
 
Taken together, the studies presented in this thesis enable us to develop a more 
complete picture of EWOM phenomena. Theme 1 study clearly demonstrates the 
mechanisms that EWOMS practitioners can develop and deploy to attract information 
contribution to EWOM. Theme 2 study shows the factors that EWOMS practitioners 
could look into to achieve a better usage and acceptance of EWOMS information as 
well as a higher adoption of EWOMS. Overall, the findings in the two studies provide 







Word-of-mouth (WOM) is a form of consumer-to-consumer interactions that can 
shape the interactions between consumers and firms. Traditionally, word-of-mouth 
communications are primarily embedded in an individual’s relatively direct social 
networks. Recently, enabled by various information and communication systems, 
WOM activities have rapidly moved beyond small groups and communities. Word-of-
mouth communications taking place on the Internet, coined as electronic word-of-
mouth (EWOM) or word-of-mouse (Dellarocas 2003), are observed to have an 
unprecedented level of impact on businesses both offline and online.  For example, in 
a survey of 5,500 web consumers, 44% of respondents revealed that they had 
consulted opinion sites before making a purchase and 59% considered consumer-
generated reviews (a form of EWOM) more valuable than expert reviews (Riller 
1999). Anecdotal evidence also suggests that people now increasingly rely on EWOM 
to make a variety of decisions ranging from what movies to watch to what stocks to 
invest in (Guernsey 2000). Given the fast development of electronic communications, 
the scale and the impact of EWOM are expected to grow continuously. 
 
In practice, to leverage on the substantial influence of EWOM communications, 
electronic commerce practitioners have developed supporting information systems 
and integrated them with electronic commerce portals and platforms. Notable 
examples include Amazon.com (for general products and services), ePinions.com (for 
general products and services), venere.com (for hotels), eBay.com (for auction), 
ratebeer.com (for beer), tripadvisor.com (for travel), and Bizrate.com (for appliances 
and consumer electronics). Researchers have attributed the success of some electronic 
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commerce players partially to the deployment of the mechanisms to facilitate EWOM 
(Dellarocas 2003).  
 
The fast development and the demonstrated significant influence of EWOM have 
attracted some researchers to engage in EWOM studies. However, despite the 
heightened interest, EWOM is still a relatively new Internet phenomenon and the 
academic study of EWOM is still in its nascence. The academia has yet to produce 
rich literature to parallel the fast development of EWOM. Centering on EWOM, this 
thesis sets out with an examination of current EWOM literature and establishes 
research questions by identifying two fundamental EWOM-related issues that need 
further exploration, namely consumers’ initial participation in EWOM and EWOM 
users’ acceptance of EWOM information. The thesis pursues the answers to these 
research questions through rigorous theory and model development and empirical 
studies. 
 
1.1. The Background of Word-of-Mouth 
 “Word-of-mouth is the most important marketing element that exists” (Alsop 1984). 
Being an ancient yet robust mechanism, word-of-mouth induces cooperative exchange 
behavior on marketplace without the need for costly enforcement institutions 
(Dellarocas 2003). Most ancient and medieval communities relied on WOM as the 
primary enabler of economic and social activities before the establishment of formal 
law and centralized systems of contract enforcement backed by the sovereign power 
of a government (Benson 1989, Greif 1993, Milgrom, North and Weingast 1990). 
WOM still plays tremendous influence in many aspects of social and economic life 




Past research on WOM offers various definitions of WOM. Exemplary definitions 
include: 
 
Soderlund (1998, p. 172) “Word-of-mouth is defined as the extent to which a 
customer informs friends, relatives and colleagues about an event that has 
created a certain level of satisfaction.” 
 
Laczniak, DeCarlo, and Ramaswami (2001, p. 57) “Word-of-mouth 
communication (WOMC) is an important marketplace phenomenon by which 
consumers receive information relating to organizations and their offerings.” 
 
Westbrook (1987, p.261) “In a postpurchase context, consumer word-of-
mouth (WOM) transmissions consist of informal communications directed at 
other consumers about the ownership, usage, or characteristics of particular 
goods and services and/or their sellers.” 
 
Hu and Pavlou (2006) “WOM communication is defined as all informal 
exchange of information among consumers about the characteristics, usage, 
and ownership of particular products, services, or sellers.”  
 
From the above definitions of WOM, a number of basic characteristics of WOM 




• WOM communications center on information regarding products, services, 
and/or the associated organizations; 
•  WOM is generally a dyadic communication between an information sender 
(contributor) and an information recipient (user); 
• The information sender (contributor) and recipient (user) generally have an 
existing communication relationship, which is primarily embedded in their 
daily interaction communities. 
 
WOM is important in decision behavior in almost all types of products, such as 
household goods and food products (Katz and Lazarsfeld 1955), dental products and 
services (Silk 1966), physicians (Coleman, Katz, and Menzel 1957), farming practices 
(Katz 1961), voting (Lazarsfeld, Berelso, and Gaudet 1944), razor blades (Sheth 
1971), automobiles (Newman and Staelin 1972), adoption of new products (Engel, 
Keggereis, and Blackwell 1969, Rogers, 1983, Sheth 1971), and services (Mangold, 
Miller, and Brockway 1999). The major reason of the evidenced huge impact of 
WOM on the consumer’s individual behavior is that WOM information is perceived 
to be more reliable than that from formal marketing sources such as advertisements.  
 
1.2. Electronic Word-of-mouth and Electronic Word-of-mouth 
Systems 
Information and communication systems have offered new channels and platforms for 
WOM activities. These channels and platforms allow WOM information senders and 
recipients not only to engage in WOM within their current established social networks 
in a new communication form, but also to interact with people they have never met. 
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This thesis presents WOM communications enabled and facilitated by various 
information systems on the Internet as electronic word-of-mouth (EWOM). 
 
The emergence of EWOM has promoted the powerful WOM effect to an 
unprecedented scale. At lease four major factors contribute to the fast growth of 
EWOM activities and influences. First, the vast population of Internet users 
constitutes the huge actual and potential participants of EWOM. In 2005, the 
worldwide number of Internet users surpassed 1 billion – up from only 45 million in 
1995 and 420 million in 2000 (Computer Industry Almanac Inc. 2006). Second, 
enabled by the Internet, WOM communications are no longer constrained by a WOM 
participant’s geographical location and social network. Such global reach of EWOM 
particularly meets the needs of the consumers who engage in transactions with foreign 
exchange partners on electronic commerce platforms. These consumers might not be 
able to source appropriate WOM information through his/her local social contacts. 
However, EWOM could enable the consumers to obtain WOM information from 
someone who is geographically and socially distant. Third, while opportunistic 
behaviors are present in conventional transactions due to information asymmetry, they 
could become even more severe concerns in electronic commerce because the 
temporal and geographic separation leads to lack of contact between buyers, sellers, 
and products. EWOM has been touted as an effective solution for opportunistic 
behaviors in electronic commerce because they share the same electronic platforms 
(Ba and Pavlou 2003, Dellarocas 2003). Fourth, the proliferation of various electronic 
word-of-mouth systems (EWOMS) provides easily-accessible technological 




EWOMS are web-based information systems that allow consumers to post, publish, 
and exchange consumption information in the form of product/service feedbacks, 
evaluations and reviews electronically so that such information is available to a 
multitude of people and institutions on the Internet (Dellarocas 2003, Hennig-Thurau 
et al 2004). Depending on research focus, EWOMS have been named diversely as 
reputation systems (Resnick et al., 2000, Dellarocas, Fan and Wood 2004), consumer-
opinion platforms (Hennig-Thurau et al 2004), trust building technology (Ba and 
Pavlou 2002), and recommendation systems (Swaminathan 2003), among others.  
 
EWOMS can be categorized into two groups, the repository type and the interaction 
type, in terms of how consumers access the systems. Examples of repository systems 
include eBay, Amazon.com, ePinions.com, ratebeer.com, dooyoo.com, etc. The 
repository EWOMS allow consumers to submit reviews, comments, and ratings of 
products, services, and exchange partners to system databases and then present the 
submitted information in an organized way on the web. Online discussion forums 
(e.g., BBSs) that facilitate consumers’ real-time and interactive communication on 
consumption related topics represent the interactive EWOMS. While both types of 
EWOMS have influential impacts on consumer behavior and product overall sales, we 
focus our study on the repository EWOMS due to the following considerations.  
 
First, compared to BBS in which consumers must find an appropriate posting through 
effort-intensive scrutiny, repository EWOMS allow for greater ease of access in the 
sense that EWOM information seekers can easily select a product or service and view 
the relevant opinions and reviews. Second, WOM communications in repository 
EWOMS tend to have longer “shelf life” than in interactive systems where old 
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postings are replaced by or buried away in new ones quickly. Third, and probably 
most important, repository EWOMS can be readily and systematically integrated with 
electronic commerce platforms, making EWOMS information more useful and 
powerful. For example, Amazon.com uses consumer reviews to help consumers in 
gaining rich product information. Also dealtime.com has been collaborating with 
ePinions.com, one of the most famous EWOMS, to reap the commercial potential of 
consumers’ WOM information. Hence we will concentrate on the repository EWOMS 
in this thesis given its potency. 
 
1.3. Comparison of Word-of-mouth and Electronic Word-of-mouth 
EWOM is a special form of WOM. This determines that EWOM and WOM would 
share some common characteristics. Both EWOM and offline WOM communications 
exert tremendous influences on consumer behavior, although EWOM 
communications exhibit an unprecedented scale thanks to the Internet’s low-cost, 
bidirectional communication capabilities (Dellarocas 2003). Meanwhile, both WOM 
and EWOW information contributors engage in WOM information exchange 
activities after real consumptions. The identical procedural antecedents to WOM and 
EWOM communications suggest that the factors that are associated with consumption 
experiences and motivate offline WOM behavior could also function in EWOM 
communications. 
 
However, on the other hand, EWOM is not a simple extension of WOM 
communications in the electronic environment. Due to the inclusion of information 
systems (EWOMS), the EWOM display some significantly unique characteristics. 
Figure 1.1 compares the mechanisms of EWOM and WOM. The next section details 
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the comparison of EWOM and WOM from the perspectives of both information 
contributors and information users. 
 
Figure 1.1. The Mechanisms of EWOM and WOM 
 
1.3.1. Comparison of WOM and EWOM from the Information 
Contributors’ Perspective 
Information contributors are consumers who participate in WOM by providing 
consumption related information. They incur higher contribution cost in the EWOM 
context than in the offline verbal communication context. Publishing information in 
EWOMS dictates the contributor to cognitively retrieve and organize the information 
related to past consumptions and to spend some time to manually enter the 
information into EWOMS. On the other hand, most conventional WOM 
communications are well integrated with social communications and do not require 
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In addition, once the consumption information is submitted to and published in 
EWOMS, it will become public goods (Rafaeli and LaRose 1993). The contributors, 
as the owner of public goods, cannot obtain proper compensation for their efforts 
when others consume the public goods. 
 
Taking both the cost considerations of EWOM contribution and the public goods 
nature of EWOM information, information contribution becomes a more important 
issue in the EWOM context than in the conventional WOM context. Will the above 
two important EWOM characteristics stop a consumer from contributing consumption 
information to EWOMS? If certain consumers do contribute EWOM information, 
what factors drive them to do so? These are the open questions related to EWOM 
information contribution. 
 
Meanwhile, the presence of EWOMS as a mediator between information contributor 
and information users brings along additional variables that may influence the 
contributors’ EWOM engagement. Conventional offline WOM communications occur 
naturally and evolve in ways that are difficult to control. On the other hand, EWOMS, 
as a type of computer system, allow system designers to intervene the EWOM 
participants’ (both contributors and users) behavior through the deployment of various 
information systems artifacts (Dallarocas 2003). For instance, some EWOMS, such as 
Amazon.com and ePinions.com, have recognized the importance of participation and 
employed many system incentives to attract, increase, and maintain consumer 
participation. The commonly used system incentive programs include status 
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identification, monetary rewards, community networks, and offline complementary 
communication opportunities. 
 
Status identification program grants EWOM information contributors such prestigious 
positions as “top 10 reviewer” “product adviser” based on the quantity and quality of 
their contribution and displays status tags next to the contributors’ names. Product 
reviews from these contributors will also be placed at the top of review lists. The 
contributors with special status are more likely to gain respect and trust from users of 
the system than ordinary contributors. 
 
Monetary reward is another type of motivation mechanism (Resnick et al. 1999). 
ePinions.com is a notable example adopting this mechanism. Practically, EWOM 
information contributors accumulate points based on their contributions and 
ePinions.com converts the points into money and pays the contributors.  
 
Community network is observed in ePinions.com where a EWOM information user 
can specify her trusted information contributors. In doing so, members of the system 
gradually form an intertwined network of ties. Members with close ties read and 
comment each other’s product reviews, making EWOM communications interesting 
and rewarding. 
 
Offline complementary activities are also held in Amazon.com and ePinions.com. 
Meetings and social gatherings are arranged to strengthen EWOM contributors’ 
interactions and enhance the stickiness of the community. Such kind of promoting 
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mechanism also increases the penetration of the EWOM into the real lives of the 
contributors.  
  
The above programs play different role in attracting information contribution to 
EWOM. While the monetary and status incentives could be applicable to both 
potential and actual contributors, the community networking program and the offline 
complementary physical interaction program would be more effective to help 
contributors to sustain their participation. 
 
1.3.2. Comparison of WOM and EWOM from the Information User’s 
Perspective 
In conventional WOM communications, information users interact with information 
contributors (informant) directly. Physical interactions in conventional WOM provide 
a wealth of contextual cues that will assist information users to interpret EWOM 
information properly (Dellarocas 2003). For instance, the WOM information user can 
determine whether the information is credible or not from the information contributor 
(informant)’s social status, vocation, age, etc. In EWOM settings, information users 
obtain the EWOM information from the EWOMS instead of from the information 
contributors (informants) directly and most of the social communication cues are 
absent. It becomes a critical issue how information users make inference about the 
EWOM information and contributor (informant) in such a lean communication 




On the other hand, EWOMS allow system designers to implement information system 
artifacts in this system-mediated communication environment. These system artifacts 
could compensate the absence of social cues in EWOM interactions. Therefore, 
although there is a lack of social cues, EWOM communications may still contain 
certain system cues that would influence information users’ evaluation of EWOM 
information and informant.  
 
For instance, most EWOMS accumulate and present a registered EWOM informant’s 
information contribution history. This type of information could help EWOM users 
assess the informant’s expertise to some extent. Additionally, EWOMS such as 
Amazon.com and ePinions.com have also devised and incorporated various indicators 
pertinent to EWOM information and informants. For example, such indicators as 
“Product Advisor”, “Top 10 Reviewers”, and “Top 100 Reviewers” that are related to 
EWOM informant may allow EWOM information users to infer the characteristics of 
the informant and make decisions based on the inference. Likewise, indicators that 
show the helpfulness of a particular piece of EWOM information presented in the 
EWOMS may act as a system cue to signal the quality of the EWOM information and 
help users to make more confident decisions. 
 
1.4. Analysis of Current Related Studies 
Table 1.1 summarizes extant research on EWOM. We identify two major limitations 
in current EWOM literature. 
 
As indicated in Table 1.1, the majority of EWOM studies have concentrated on the 
effects and consequences of EWOM in electronic commerce. Taking a life cycle view 
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of EWOM as shown in Figure 1.2, it is evident that for the suggested EWOM effects 
on consumer behavior to occur, there must exit two accompanying fundamental 
processes. One process is the consumer’s initiation of EWOM through EWOMS such 
that other consumers can utilize the EWOM. The other process is that EWOMS users 
must accept the EWOM information to make consumption decisions so that EWOM 
can result in the suggested effects on consumer behaviors. However, to date, 
exploration of consumers’ EWOM participation has been scant. Meanwhile, 
consumers’ usage of EWOM is still a knowledge void. 
Representative 
Research 
Study Context Methodology Study Focus 
Resnick et al 
(2006) 
Auction  Auction 
experiment 
Consequence of EWOM 
- effect on seller 
reputation and price 
Ba & Pavlou 
(2002) 
Auction  Auction 
experiment 
Consequence of EWOM 




General  Economic 
modeling 
Consequence of EWOM 
–effect on cooperation 
efficiency 
Dellarocas (2003) Auction  Economic 
modeling 
Dynamic paying system 
Godes & Mayzlin 
(2002) 




and Wood (2004) 





General Survey EWOM contribution 
Livingston (2001) Auction Economic 
modeling 
Consequence of EWOM 
- effect on sellers’ gains 
Pavlou and 
Dimoka (2006) 
Auction Field survey Consequence of EWOM 
- effect on trust and price 
Clemons, Gao, 
and Hitt (2006) 
Beer Market Economic 
modeling 
Consequences of EWOM 
– effect on product sale 




Figure 1.2. A Life Cycle View of EWOM 
 
1.5. Research Focus and Questions 
Against the backdrop of current research on EWOM, this thesis develops two research 
themes as illustrated in Figure 1.3. The first theme addresses the issue of consumers’ 
participation in EWOM by contributing consumption information to EWOMS. By 
doing so, this theme covers the up-stream of EWOM production process. The second 
theme investigates how consumers process EWOM information presented in 
EWOMS to make consumption decisions. It covers the down-stream of EWOM life 
cycle. While carrying out the studies, focus is placed on general experience products 
as current literature tends to limit EWOM to the online auction contexts (refer to the 
analysis of current EWOM studies in previous section.) 
 
To provide a comprehensive picture of EWOM phenomenon, both themes attempt to 



























research question that the first theme aims to answer is “how consumer factors, 
EWOMS system factors, and their interactions affect consumers’ participation in 
EWOM by contributing consumption information.” The second theme attempts to 
answer the research question on “how consumer factors, EWOMS system factors, 
EWOM information contributor factors, and their interactions affect consumers’ 
EWOM information acceptance.” 
 
Figure 1.3. Research Focuses 
 
1.6. Potential Contributions 
This research seeks to benefit and contribute to both academic and practitioner arenas. 
It enhances the burgeoning literature of EWOM. As EWOM is an extension of WOM, 
the research also deepens the understanding of WOM in the electronic communication 
context. Specifically, by answering the research questions proposed in the previous 
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Consumers 
Post-consumption 




• It will identify the consumer’s personal and psychological factors and 
EWOMS system design factors that would influence the consumer’s 
participation in EWOM. 
• It will demonstrate how the consumer’s personal and psychological factors 
and EWOMS system design factors would influence the consumer’s 
participation in EWOM. 
• It will identify the consumer’s personal and psychological factors, EWOMS 
system design factors, and EWOM information factors that would influence 
the consumer’s acceptance of EWOM information. 
• It will demonstrate how the consumer personal and psychological factors, 
EWOMS system design factors, and EWOM information factors influence the 
consumer’s acceptance of EWOM information. 
• It will present a more comprehensive picture of EWOM phenomena by 
examining both the up-stream and down-stream parts of EWOM life cycle. As 
such, the research complements the current understanding of the consequences 
of EWOM on consumer trust formation and product sales reported in extant 
EWOM literature. 
• It will enhance the methodologies for EWOM studies. While most current 
studies employ economic analysis and modeling methods, the survey and 
experiment methods adopted by the study will produce validated instruments 
that would benefit future EWOM studies.  
 
Practically, the study may be useful in providing important insights into the design 
and implementation of EWOM in electronic commerce. 
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• By explicating the factors that drive the consumer’s participation in EWOM 
and the circumstances under which these factors operate, the thesis will guide 
practitioners to devise effective mechanisms and programs to attract more 
EWOM contributions. Sufficient information repository is a critical antecedent 
to various EWOM effects and consequences. 
• By explicating the factors and processes that underlie the consumer’s 
acceptance of EWOM information, the thesis will guide practitioners to devise 
effective mechanisms to facilitate consumers’ usage of EWOM systems and 
information. System usage is one of the most important indicators of the 
success of a system. To the extent that our study could help promote EWOM 
system usage, it would contribute to the success of EWOM as well.  
 
1.7. Thesis Organization 
The opening chapter aims at providing an outline of this thesis. It introduces the 
thesis’ study object, EWOM, by recognizing its rapid growth in recent years and 
important role in market and economy. It describes such concepts as WOM and 
EWOMS that are related to EWOM to provide background information. The chapter 
reviews extant EWOM literature briefly and identifies the limitations. It proposes the 
research questions that the thesis will explore and analyzes the contributions of such 
an exploration. The subsequent chapters of the thesis are organized as follows: 
• Chapter 2 presents the review of literature that is related to two themes of this 
thesis. The literature spans over marketing, information systems, 
communication, and psychology. 
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• Chapter 3 reports research model, methodology, results, and discussion for 
theme one study which examines the drivers of consumers’ initiation of 
EWOM participation. 
• Chapter 4 reports research model, methodology, results, and discussion for 
theme two which examines how consumers accept and utilize the EWOM 
information provided by EWOMS. 
• Chapter 5 concludes this thesis by presenting a summary for the findings of 
the studies of the two themes, discussing the implications of this research for 





This chapter starts with an analysis to determine the literature that is needed for the 
two research themes outlined in the previous chapter. This is followed by the review 
of the relevant literature. The major objective of the literature review is to establish 
theoretical grounds and to identify key variables for research model development. 
 
2.1. Overview of the Literature 
As introduced in Chapter 1, we have two themes in the thesis. Theme one is 
concerned with the drivers that would influence consumers’ initiation of EWOM 
communications through EWOMS. Theme two looks at the factors that would affect 
consumers’ acceptance of EWOM information presented by EWOMS. The two 
research themes investigate different EWOM phenomena. The major differences lie in 
the following areas.  
 
1. The two research themes involve different consumers. Theme one examines 
EWOM contributors whereas theme two investigates EWOM information 
users. 
2. One of the central elements in EWOM communications is the product/service.  
In the two themes, the consumers being studied have different level of 
experience with the product/service. The consumers examined in theme one 
generally have had consumption experiences with the focal product prior to 
their engagement with EWOM communications. On the other hand, electronic 
commerce has created tremendous exposure opportunities for consumers to 
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products/services out of direct contact. Therefore, theme 2 primarily examines 
those consumers who are in essence assessing some unfamiliar 
products/services by processing consumption information conveyed through 
the EWOM communication. They would use the EWOM information to make 
consumption decision. 
3. Given the different research questions that the two themes attempt to tackle, 
different focuses emerge. The research question for theme 1 - “how consumer 
factors, EWOMS system factors, and their interactions affect consumer’ 
initiation of EWOM participation” – suggests a focus on various drivers 
(goals) and their operation mechanisms that can eventually mobilize the 
consumer to interact with EWOMS for consumption information contribution. 
The research question for theme 2 – “how consumer factors, EWOMS system 
factors, EWOM information contributor factors, and their interactions affect 
consumers’ EWOM information acceptance” indicates a concentration on 
various factors that operate in a persuasive manner to influence the consumer 
to accept the EWOM information.  
 
The above analysis indicates that the two themes warrant different selections of 
literature. As such, the chapter will review the literature for the two study themes 
separately.  Basically, literature review for theme one will cover goal theories. For 
theme two, a set of literature on persuasive communication theories will be examined.  
 
Additionally, as EWOM is a new form of WOM taking place through electronic 
channels, we believe EWOM would inherit certain characteristics from WOM such 
that theories regarding WOM could be generalized to EWOM context. Therefore, the 
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literature related to WOM information contribution as well as WOM information 
usage and acceptance will also be reviewed and integrated with the literature 
identified above. 
 
2.2. Literature for EWOM Information Contribution (Theme 1) 
WOM is a type of informal, person-to-person communication between a perceived 
noncommercial communicator and a receiver regarding a brand, a product, an 
organization, or a service (Harrison-Walker 2001). At the micro level, WOM 
communication involves supply and demand and one of the parties is a net source and 
the other is a net recipient of the information and recommendations. Opinions, 
information, and influence are likely to flow both ways in any WOM episode. WOM 
referral has been credited as one of the most important information sources that 
influence consumption decisions (Whyte 1954; Katz and Lazarsfeld 1955). Assumed 
to be a less biased and manipulated source of information, WOM information is more 
relied upon than information from formal marketing channels such as advertising. 
 
2.2.1. Literature on WOM Information Contribution 
The supply of opinions, information, and evaluations of the product or service 
determines the continuous function of WOM mechanisms and to some extent the 
efficiency of markets. However, although WOM has long been recognized as an 
important marketing phenomenon, explicit examination of WOM participation 
motives has been scarce (Sundaram, Mitra, and Webster 1998). Table 2.1 presents a 
number of studies in this area. An examination of the findings in these studies 
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suggests that the factors driving WOM can be classified into four categories, which 
are presented below. 
 
2.2.1.1 Communication-related Factors 
WOM is a type of social communication, which is defined as “the process that links 
discontinuous parts of the living world to one another” (Ruesch 1967, p. 244). 
Communication theory posits that social communication is a natural living state for 
everyone, bringing about both physical and psychological well-being, and that 
individuals have an intrinsic need for interacting with others (Dimbleby and Burton 
1992, Tubbs and Moss 2000). In fact, marketing researchers have found that 
consumption information provides an important conversation topic for consumers to 
express their love, neighborliness, friendship, and connections in social encounters 
(Schiffman and Kanuk 2000). Therefore, commercial information communication is 
an integral part of consumers’ social communication and provides general 
communicative utility that serves the consumers’ need to build, maintain, and enhance 
their interpersonal relationships in a social context (Zinkhan et al 2003). 
Research WOM Motive Description 
Product 
involvement 
A customer feels so strongly about the product 
that a pressure builds up in wanting to do 
something about it; recommending the product to 
others reduces the tension caused by the 
consumption experience. 
Self-involvement The product serves as a means through which the 
speaker can gratify certain emotional needs 
Other-involvement Word-of-mouth activity addresses the need to 





Refers to discussion which is stimulated by 
advertisements, commercials, or public relations 
Engel, 
Blackwell, 
Involvement  Level of interest or involvement in the topic 
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under consideration serves to stimulate discussion 
Self-enhancement Recommendations allow person to gain attention, 
show connoisseurship, suggest status, give the 
impression of possessing inside information, and 
assert superiority 
Concern for others A genuine desire to help a friend or relative make 
a better purchase decision 
Message intrigue Entertainment resulting from talking about certain 





Reduces cognitive dissonance (doubts) following 
a manor purchase decision 
Altruism (positive 
WOM) 
The act of doing something for others without 
anticipating any reward in return 
Product 
involvement  
Personal interest in the product, excitement 
resulting from product ownership and product use 
Self-enhancement  Enhancing images among other consumers by 
projecting themselves as intelligent shoppers 
Helping the 
company 
Desire to help the company 
Altruism (negative 
WOM) 
To prevent others from experiencing the 
problems they had encountered 
Anxiety reduction Easing anger, anxiety, and frustration 
Vengeance To retaliate against the company associated with 





Advice seeking Obtaining advice on how to resolve problems 
Self-enhancement Self-enhancement makes people improve self-
concept by associating themselves with the 
positive. Consumers generate more word-of-
mouth after satisfying experiences. Wojnicki and 
Godes (2004) Self-verification Consumers are encouraged to generate word-of-
mouth about consumption experiences with 
outcome valences that are congruent with their 
subjective expertise. 
Table 2.1. A summary of WOM Motivation Literature 
(partially adapted from Hennig-Thurau et al. 2004) 
 
2.2.1.2 Consumption-related Factors 
Consumption information provision follows actual commercial engagements. Post-
consumption researchers observe that consumption experience communications in 
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particular satisfy consumers’ communication needs that are aroused from their 
involvement in the product and use situation (Dichter 1966, Westbrook 1987). 
 
Product involvement stimulates consumers’ desire to communicate their experience 
with products or services. Post-consumption communication aroused by product-
involvement is a way to reciprocate the product and service received (Soderlund 
1998). For example, after a negative encounter, consumers could relieve their 
psychological discomfort by giving complaints through interpersonal communications 
(Schiffman and Kanuk 2000, Sundaram, Mitra, and Webster 1998). The complaints 
could generate pivotally influential effects on other consumers’ similar consumption 
decisions; therefore the complainants are compensated psychologically. Empirically, 
researchers have observed a strong association between negative word-of-mouth 
transmission and the perceived negativity of consumption experience. On the other 
hand, findings of positive word-of-mouth communication have been mixed. While 
there has been the belief that neutral or positive consumptions produce no or weaker 
cognitive and affective discomfort than negative encounters, studies also found that 
some consumer characteristics such as loyalty may increase positive WOM (Robinson 
and Berl 1980). WOM communication could help a consumer to outlet his/her joy and 
excitement resulting from product ownership and product use (Sundaram, Mitra, and 
Webster 1998). 
 
2.2.1.3. Self-related Factors 
Consumers may also engage in post-consumption communications to gain attention, 
recognition, image or status. Hence communicating consumption experiences may 
satisfy self-involvement utility of consumers (Westbrook 1987). Central to the self-
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involvement gain from post-consumption communication is opinion leadership, which 
is a public recognition of a person’s ability to influence other individuals’ attitude or 
overt behavior (Jin, Bloch and Cameron 2002). Some studies of consumer 
communication find that product and service knowledge is an antecedent to the desire 
to gain recognition from others (e.g., Wojnicki and Godes 2004). Actually it has been 
articulated that providing advice and feedback is out of the desire people feel to share 
information about which they consider themselves expert (Hamilton 2001). 
 
2.2.1.4. Others-related Factors 
Post-consumption communication can help other consumers gain knowledge about 
product and service quality, which is otherwise not easy to obtain from formal 
marketing sources, and subsequent consumption decision. Providing product and 
service information might be a result of some consumers’ desire to help others 
(Hamilton 2001). Therefore communicating with people about the actual consumption 
experience can help a consumer derive other-involvement utility (Westbrook 1987). 
However, studies also indicate that helping behavior is mainly performed among 
consumers with relational ties (Engel, Blackwell, and Miniard 1993). 
 
2.2.1.5. EWOM Information Contribution 
While the exploration of information contribution behavior in the context of EWOMS 
is relatively limited, there are two notable exceptions.  
 
Dellarocas, Fan, and Wood (2004) examined information contribution behavior of 
participants of eBay rare coin auction. They found that the participation was largely 
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explained by the participant’s self-interest. People tended to comment more on their 
partners in exchange for reciprocal feedback, which would lead to high reputation 
scores when they performed activities frequently. Information provision hence was 
practiced to facilitate business prospect. 
 
Hennig-Thurau et al (2004) examined what motivated consumers to articulate their 
consumption opinions. They administered their study to 2063 consumers who had 
written online comments. Five significant motivations emerged. Their findings 
indicated that consumers tended to comment on products when they were concerned 
about others and wanted to improve others’ purchase decisions, when they felt that the 
comments would exhibit a wise and successful image of themselves, when they had a 
positive perception of this way of communication, when they could receive certain 
form of rewards, and when they purposefully sought others’ advise on their 
consumption decisions.  
 
While Dellarocas, Fan, and Wood (2004)’s study provides insights into consumers’ 
motivation for participating in EWOM, their research context of partner review 
systems in online auctions is quite different from our focus of product review systems. 
On the other hand, we are interested in two important issues that are not addressed in 
the study by Hennig-Thurau et al (2004). First, their respondents were existing review 
contributors. Given that participants in EWOM activities still constitute a small 
portion of consumers and more participation should be promoted, there is a need to 
examine what may motivate people to initiate their engagement in such activities. 
Second, Hennig-Thurau et al took a behavioral view of EWOM participation and did 
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not unravel the underlying cognitive mechanism of consumer participation. The 
neglect of the cognitive mechanisms of individuals’ EWOM contribution results in 
limited understanding of this important phenomenon.  
 
Our study therefore attempts to address the limitation and knowledge gaps in current 
research on consumption information contribution to EWOMS. 
 
2.2.2. Goal Theories 
Motivation processes take place when behavior is guided and mobilized by the goals 
individuals pursue. Goal theories provide relevant elaboration on how goals operate 
and therefore could help uncover the underlying mechanisms that drive consumers to 
participate in EWOMS for consumption information contribution 
 
The goal is defined as “a desirable future state of affairs one intends to attain through 
action” (Kruglanski 1996, p600). Goals lend meanings to activities people perform 
(Markman and Brendl 2000) and play a central role in guiding behaviors (McClelland 
1987, Deci and Ryan 2000, Harackiewicz, Durik and Barron 2005).  There are two 
predominant views on how goals operate to affect behavior. One school of thoughts 
contends that goals operate through individuals’ intentional reasoning and conscious 
choice and posits individuals process goals cognitively before they purposefully 
engage in an activity (e.g. Ajzen 1985, Ajzen 1991, Harackiewicz, Durik and Barron 
2005). However, recently there has been a growing recognition that many social 
behaviors are performed in an almost automatic, spontaneous fashion, without 
conscious cognitive processing (Bargh et al 2001, Forgas, Williams and Laham 2005, 
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Weinberger and McClelland 1990). The next two sections introduce the thrusts of the 
two perspectives on goal-directed behavior and highlight their implications for our 
study. 
 
2.2.2.1. The Information Processing Perspective on Goal Operation 
Goals have been conceptualized as a type of information that is associated with 
various external stimuli that people need to attend to before developing responses to 
these stimuli (Bargh 1990, Kruglanski 1996). According to the information processing 
perspective of goal operation, as with other types of information, goals will be 
processed cognitively. As shown in Figure 2.1 (Revell 1993), there are two primary 
sources of stimuli that may evoke goal-related cognitive activities. The first is the 
existing cognitive condition developed from past experience. The second source is 
dependent on environmental stimuli (Fiske and Taylor 1991, Revell 1993). 
 
 





                                                            
 
Feedback Loop 
Figure 2.1. Conceptual Stages of Information Processing  












Memory of conditional 
probabilities of past events 
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The perceived stimuli are subjected to extensive cognitive processing within an 
individual’s particular cognitive context. Given the fact that many individual 
characteristics such as personalities, past experiences, knowledge, skills, norms, and 
habits can produce a variety of cognitive contexts, different interpretations and 
evaluations of the perceived stimuli will result, which will in turn lead to differential 
behavior subsequently (Harackiewicz, Durik and Barron 2005). 
 
In the goal pursuit context, the cognitive processing of perceived goals centers on the 
individual’s evaluation of the attractiveness of the goal (Brehm and Self 1989, Wright 
and Brehm 1989) and the probability of goal attainment (Austin and Vancouver 1996, 
Heckhausen 1977). The outcomes of cognitive and evaluative processing of the 
attractiveness of the goal and the goal attainment expectancy determine the extent to 
which the perceived goal is really accepted by an individual to pursue (Janiszewski 
and van Osselaer 2005). 
 
The perceived goal may yield varied attractions to different subjects due to their 
differential individual characteristics such as dispositions, interests, and competence 
(Brehm and Self 1989, Wright and Brehm 1989). Therefore two individuals would 
perform quite differently even when they are aware of the same goal. It is reasonable 
to conceive that the individual will be more likely to pursue a goal that is attractive 
than unattractive to her.  
 
Researchers (Heckhausen 1977, Klein 1991, Vroom, 1964) have also posited the 
effect of expectancy of goal attainment on goal pursuit behavior. Expectancy of goal 
attainment reflects the probability as well as the difficulty of achieving the perceived 
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or aroused goal. Studies have observed that the expectancy of goal attainment 
emerges as an important cognitive assessment that an individual engages in before the 
goal is purposefully pursued. The personal agency belief model (Ford 1992) identified 
the individual’s belief regarding the expectancy of goal attainment has both external 
and internal dimension. The external dimension evaluates the context and reflects the 
individual’s perception of the responsiveness of the environment to activities and 
commitments to pursue a particular goal. The internal dimension centers on the 
capability assessment and self-efficacy beliefs regarding personal resources such as 
time and effort that individuals possess for accomplishing the goal. Heckhausen 
(1977) has documented that when goal attainment expectancy is high, the individual 
is more likely to engage in the behavior which leads to the goal.  
 
2.2.2.2. The Automatic Perspective on Goal Operation 
Increasingly researchers have shown interests in goal pursuit automaticity because of 
voluminous observations of instances where people’s behaviors are determined not by 
their conscious intentions and deliberate choices but by mental processes that are put 
into motion by features of the environment and that operate outside of conscious 
awareness and guidance (Bargh and Chartrand 1999, Bargh et al 2001, Dijksterhuis et 
al 2005, Wood, Quinn and Kashy 2002). The fundamental reason of goal pursuit 
automaticity is that the individual’s limited cognitive resources cannot afford to 
accommodate every single stimulus around him/her. To save cognitive resources for 
more cognition-intensive activities, people over time have developed a route to pursue 
certain goals readily and efficiently without the involvement of much cognition. 
Therefore, a dual route model has been proposed to account for both the intentional 
cognition-intensive and the unconscious goal pursuit processes observed in human 
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behaviors (Bargh and Chartrand 1999, Weinberger and McClelland 1990). Figure 2.2 









Figure 2.2. The Single and Dual Route Models of Goal Pursuit 
(adapted from Bargh and Chartrand 1999) 
Model A presents the information processing perspective of goal pursuit which has 
been discussed in the previous section. People are mobilized to the accomplishment of 
the goal through the mediation of conscious and intentional cognitive activities. 
Model B illustrates the dual-route model in which goal activation could be elicited 
either simply by environmental cues or through a conscious means or both. The 
addition of the path between the situation and goal-related activities indicates that the 
individual sometimes engages in activities without fully thoughtful deliberation of the 






















Automatic goal pursuit operates when people are exposed to a situation that they are 
familiar with. Repetitively dealing with a familiar environment produces habitual 
patterns of responses (Wood, Quinn, and Kashy 2002). The habit reflects an 
established direct connection between environmental cues and an ultimate mental 
structure that mobilizes the reaction (Oullette and Wood 1998). This connection 
eliminates the need for the individual to process the mental entities that are related to 
the environmental cues in order to come up with a responding strategy. Thus actions 
can emerge from implicit guides developed through past performance under similar 
conditions. 
 
Researchers have also noted that intrinsic goals often operate under low 
consciousness and over time the individual develops some well-established behavioral 
patterns when facing environmental stimuli (Austin and Vancouver 1996, Powers 
1973, Weinberger and McClelland 1990, Rook and Fisher 1995). For example, 
individuals’ intrinsic orientations and traits such as need for achievement, need for 
power, need for affiliation (Weinberger and McClelland 1990) and drive for 
competence (Powers 1973) are found to shape behaviors without the actor’s conscious 
control. Therefore, intrinsic orientations and traits is a type of behavioral reflection of 
intrinsic goals that operate continuously and chronically. 
 
In contrast, for goals that are promoted by external sources of control, as long as the 
individual has the freedom of decision, the determination of goal response is mainly 
based on the benefits that could be obtained as a result of the choice (Vallerand 1997). 
The decision process therefore should involve analyses of external incentives, of the 
importance and relevance of the benefits, and on how likely the benefits could be 
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reaped. As such the pursuit of goals arising from the outside often involves active 
cognition operations. 
 
2.3. Literature for EWOM Information Acceptance (Theme 2) 
Conceivably, the substantial impact of WOM on consumer behavior is realized 
through the WOM recipients’ acceptance of WOM information. WOM researchers 
have focused on either the WOM source characteristics (Bearden and Etzel 1982, 
Bearden, Netemeyer, and Teel 1989, Price, Feick, and Higie 1989) or WOM 
information presentation manner (Herr, Kardes, and Kim 1991) to study WOM 
information acceptance. Furthermore, studies on persuasive communications (e.g., 
Kang and Herr 2006) also propose the generalizability and applicability of their 
research to WOM communications. Indeed, WOM recommendations (both negative 
and positive) represent a type of persuasive attempt whereby the WOM information 
contributor aims to influence the EWOM information user’s attitude and decision 
toward a product/service. Therefore we draw extant literature on both WOM 
acceptance and on persuasive communications to build theoretical foundation for 
theme 2 study. 
 
A persuasive communication episode, including WOM communications, consists of 
the information contributor, the information user (recipient), the information, and the 
communication channel. A number of theories have been developed to explore the 
effects of the above factors on communication outcomes. Specifically, the following 




1. The literature on accessibility-diagnosticity theory (Feldman and Lynch 1988, 
Lynch et al. 1988, Herr, Kardes and Kim 1991). It describes the function of 
key cognitive mechanisms in product information and message 
communication. 
2. The literature on communication source credibility (Kang and Herr 2006, 
O’Keefe 2002). This line of literature studies the effects of the information 
source on communication. 
3. The elaboration likelihood model (Petty and Cacioppo 1986). It has been 
widely adopted to predict the influence of the information recipient’s cognitive 
characteristics and various channel cues on attitude formation. 
 
2.3.1. Accessibility-Diagnosticity Model 
2.3.1.1. The Model 
Prior to making consumption choices, consumers often need to collect a certain 
amount of information to develop knowledge and form judgment regarding products 
or services. In particular, product experience information, which includes product 
features and attributes that unfold in the process of actual consumer-product 
interactions as well as the perception, attitude, and feelings that are evoked in the 
above process, is essential for experiential products (West and Broniarczyk 1998).  As 
depicted in Figure 2.3, there are three important ways to gain product experience 
information: (1) direct experience that involves physical and actual trials, (2) indirect 
experience that is gained through secondhand source information such as advertising 
and word-of-mouth, and (3) virtual experience whereby the consumer interacts with 
virtual representations of the products (Li et al. 2003, Solomon 1986, West and 
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Broniarczyk 1998). Whichever the interaction approach is used, the consumer is 
always exposed to a great deal of product information. Given the sheer amount of 
information available and the consumer’s limited cognitive processing ability, the 
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The accessibility-diagnosticity model (Feldman and Lynch 1988, Lynch et al. 1988, 
Herr, Kardes and Kim 1991) posits that the influence of a particular piece of 
information depends on the relative accessibility of that information in one’s memory 
and the diagnosticity of that information when predicting actual performance. Hence, 
product information acquired by the consumer will be assimilated with varying 
weights based on how easily the information is cognitively accessible and how 
effectively the information is perceived to help the consumer in evaluating and 
learning the product.  
 
Accessibility effect of product experience information on product attitude emerges 
when it is easy for the consumer to retrieve the information. The manner of product 
presentation has been identified as a significant factor affecting information 
accessibility. Herr, Kardes, and Kim (1991) demonstrated that vividly presented 
information is inherently interesting, attention drawing, thought provoking and hence 
tends to register a memory that is easily activated. Consequently, vivid information, 
opposed to pallid information, will be more accessible and weighed more heavily in 
product attitude formation. 
 
Information diagnoisticity effect occurs when the consumer feels that the presented 
product information allows for a better judgment of the product and uses the 
information as an input to form product attitude. This study focuses on diagnosticity 
effect and controls accessibility by maintaining a text-based product information 
presentation on the web. This focus is consistent with current practice of EWOMS in 
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which the most common product information presentation manner is still text-based, 
which results in a pallid communication setting. 
 
Information diagnosticity is defined as the ability of product consumption and 
interaction experience to convey or provide needed product information (Kempf and 
Smith 1998). Information diagnosticity evaluation, together with information content, 
constitutes the major aspect of experience information collected through various 
consumer-product interactions. It determines the amount of attentional and cognitive 
resources assigned to the product experience information and the effect of that 
information on attitude formation. When a piece of product information is high in 
information diagnosticity, its influence on the consumer’s attitude to the product will 
grow (Kempf and Smith 1998, Jiang and Benbasat 2005). Conversely, product 
information with low diagnosticity has limited ability to shape attitude and the 
consumer needs to search for additional information to develop product understanding 
or shift to another product. 
 
2.3.1.2. The Antecedent of Information Diagnosticity 
Consumers have a variety of consumption expectations with regard to a product. 
Consumption expectations will influence the amount and intensity of consumers’ 
attentions being paid to product information. Due to the heterogeneity of consumer 
preferences and expectations, what information a consumer is interested in for a 
product during product-related information communication could be different from 
another consumer. Information diagnosticity is thus not an intrinsic property of a 




Individual consumptive behavior is guided by the desire to satisfy personal needs 
(Stanton and Lowenhar 1974). Prior to considering a product as well as searching for 
relevant information of the product, the consumer tends to have a cognitive structure 
related to the product arising from her consumptive needs. While evaluating the 
product, the consumer relates the product information to personal needs cognitively. 
If the product information regarding the needs is available, the consumer would be 
able to evaluate the product as to whether or not it satisfies her needs. Thus the 
product information is diagnostic and poses low ambiguity. On the contrary, 
information diagnonsticity would be low if the information does not contain any 
elaborations on the product’s attributes that concern the consumer. Under such 
circumstance, the consumer would feel information to be ambiguous and 
consequently deter product evaluation and decision making. 
 
To illustrate the effect of product diagnosticity, imagine a consumer is considering a 
photo printer for her camera. One way to examine the photo printer is to inspect the 
quality of the printed pictures. Assume there are two sets of printed pictures. The first 
set of pictures is provided by the vendor while the second set is the pictures printed 
with the printer from the consumer’s camera. We argue that the second set of pictures 
is of high diagnosticity. The consumer will discount the printout quality information 
of the first set of sample because he/she might feel the vendor could manipulate the 
photos presented and hence the printout quality is not diagnostic. However, the 
printout quality of the second set of pictures would become more diagnostic and 
affect the printer evaluation significantly. As such, whether the product information 
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being conveyed addresses the consumer’s personal informational need is an important 
antecedent to perceived information diagnosticity. 
 
2.3.2. Informant Credibility 
2.3.2.1. The Definition of Informant Credibility 
Informant credibility has been identified as an important construct that influences 
information acceptance when the information is provided by an informational agent 
(informant) (West and Broniarczyk 1998). Research on commercial and persuasive 
communications that involve informants consistently reveals that the informant’s 
characteristics have tremendous effects on the recipient’s information assimilation 
(O’Keefe 2002, Gershoff, Mukherjee, and Mukhopadhyay 2003). Informant 
credibility has been a major construct among many informant characteristics. 
Formally, informant credibility is defined as the judgment made by the information 
recipient (user) on the informant’s ability to convey or provide product consumption 
and interaction experience information (Gershoff, Mukherjee, and Mukhopadhyay 
2003, West and Broniarczyk 1998). 
 
Two broad dimensions have commonly emerged in factor-analytic investigations. One 
is the expertise dimension which reflects the extent to which the informant is in a 
position to know the truth, to know what is right or correct. This dimension is critical 
as it addresses the concern that is generally held by information recipients and users 
about the informant’s knowledge bias, which is defined as “a recipient’s belief that a 
communicator’s knowledge about external reality is nonveridical” (Eagly, Wood, and 
Chaiken 1978, p. 424). The other is the trustworthiness dimension which assesses 
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whether the informant will likely be inclined to tell the truth as he or she sees it 
(O’Keefe 2002). This dimension parallels the communicator reporting bias, which 
refers to the belief about “a communicator’s willingness to convey an accurate version 
of external reality is compromised” (Eagly, Wood, and Chaiken 1978, p. 424). 
Substantial empirical studies have provided strong evidence to support the 
contribution of expertise and trustworthiness to an informant’s credibility, which in 
turn determines if the information recipient (user) will give due consideration to the 
communicated information (e.g., Andreoli and Worchel 1978, Andrews and Shimp 
1990, Beatty and Kruger 1978, Hass 1981).  
 
2.3.2.2. The Antecedent of Informant Credibility 
When dealing with a multitude of product information from different informants, 
consumers tend to selectively focus on a subset of informants who are considered to 
be credible. Studies have identified a number of sources that information users tap 
into to make credibility assessments (Kang and Herr 2006). 
 
The most widely examined credibility source is personal characteristics of the 
informant. These personal characteristics include factually demographic information 
such as age, profession, education, status, gender etc (O’Keefe 2002). Studies have 
documented these demographic variables affect the perception of the informant’s 
expertise and trustworthiness, which in tern determine the perception of the 
informant’s credibility. Furthermore, credibility judgment can be made based on some 





When there is a lack of background information about the informant or when physical 
interactions between the informant and information recipient are impossible, 
information recipient may develop credibility perception of the informant through 
assessing the past information provided by the informant (Ganzach 1994, Gershoff, 
Broniarczyk and West 2001). For instance, West and Broniarczyk (1998) found that 
the rating information from movie critics would be utilized differently depending on 
the critic’s perceived ability, which was affected by the variation in the critic’s past 
ratings. Additionally, Gershoff, Mukherjee, and Mukhopadhyay (2003) demonstrated 
that the extremity and positivity (negativity) in the informant’s past opinions would 
account for the variance in the consumer’s perception of the informant’s ability and 
the acceptance of the informant’s advice on new products. The above two empirical 
studies suggest when an informant’s past product evaluations and recommendations 
are available, they are generally utilized. 
 
2.3.3. Elaboration Likelihood Model 
Individuals are constantly exposed to substantial communications that possess 
purposeful or potential persuasive influence on their attitude and behavior. The 
elaboration likelihood model (ELM) (Petty and Cacioppo 1986) is a general 
framework to predict the individual’s cognitive operations under persuasive 
influences that arise from commercial and interpersonal communications. Taking an 
information processing view on an individual’s response to communicative 
influences, the ELM identifies two distinct routes toward attitude formation and 
change. One is the central route, along which the individual forms and changes her 
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attitude on the basis of cognitive elaboration of the communicated information. 
Individuals who take the central route scrutinize all available information, generate 
thoughts about the information, and integrate the thoughts into one’s attitude 
structure. The other is the peripheral route, along which individuals engage in less 
thoughtful processing of the information and attitudinal changes are triggered by 
some cues associated with the information. These cues operate in many ways such as 
activating heuristic inferences or invoking affective states. 
 
Whether the central route or peripheral route is taken depends on the individual’s 
motivation and/or ability. The central route occurs when motivation and/or ability to 
scrutinize issue-relevant information are relatively high. Consequently, attitudinal 
changes are affected primarily by the strength of the persuasive message. When the 
individual lacks motivation and/or ability to assess the true merits of the persuasive 
message, the ELM assumes a high probability of following the peripheral route and 
predicts an attenuated effect of the strength of the persuasive message. 
 
When acquiring the product information from EWOMS, the consumer initiates a 
persuasive communication situation. At the end of the communication, the 
consumer’s product knowledge and attitude could either be consistent with what is 
endorsed by the informant or remain ambiguous. The attitudinal change is a function 
of the operation of various communication elements involved in the EWOMS context, 
which include both messages that are essential for the consumer to understand the 
product and cues that could activate certain heuristic inference rules and affect the 




According to ELM, the consumer follows a central route when he/she carefully 
scrutinizes the messages (product information) posted by other consumers 
(informants) that describe their interactions with and attitudes to the product and form 
her own attitude based on the merit and quality of message descriptions. A relative 
peripheral route is taken when the consumer’s product attitude is formed based on the 
consideration of the information provider’s characteristics. For instance, the consumer 
might align his/her product attitude with the advocated one in the absence of product 
information processing if he/she perceived the information provider (informant) is 
able to convey the product information accurately. Otherwise, the consumer’s product 
attitude would remain unchanged if the information provider (informant) is perceived 
to lack the ability to convey reliable and accurate product information. A further 
peripheral route will be followed when the consumer develops product attitude by 
simply attending to situational cues that are deployed to potentially shape information 
recipients’ attitudes toward the product description messages and information 
providers (informants). For example, product information provided in EWOMS such 
as Amazon.com and ePinions.com is accompanied by information helpfulness 
indicators. Meanwhile some product information providers (informants) obtain 
system recognition of their expertise in certain areas through continuous information 
contribution and the recognition is presented in the form of expertise tags or icons 
displayed beside their names. Therefore, it is possible that, instead of forming his/her 
own attitude by scrutinizing the product description and integrating the product 
features with personal needs, a consumer may just accept a product reviewer’s 
attitude when the product review is indicated to be highly helpful or when the 




The ELM models attitudinal changes as a direct result of exposing to product 
information and the accompanied cues. This is reasonable given that it is a high level 
framework to consolidate a variety of observations obtained in persuasive 
communication studies. When applied to consumer acceptance of EWOM 
information, however, ELM may need to consider cognitive operations that are 
specific to product communications in order to offer a more comprehensive 
description of consumer information processing and to attain higher prediction 
validity. Therefore we integrate ELM with accessibility-diagnosticity model and 




THE THEME 1 STUDY - CONSUMER INFORMATION 
CONTRIBUTION TO EWOMS 
Addressing the research questions posed by theme 1, this chapter presents a study to 
empirically explore the factors and their underlying operation mechanisms that may 
influence a consumer to initiate consumption information contribution to EWOMS. It 
proposes a research model based on the WOM literature and goal theories. The 
research model identifies personal factors, product experience factors, and systems 
factors that could possibly influence EWOM participation as well as delineates how 
these factors function. This chapter also reports the experiments carried out to test the 
research model, presents the data analysis results of the experiments, and discusses 
the theoretical and practical implications of the findings. 
 
3.1. The Research Model and Hypotheses 
The research model for theme 1 study is primarily developed based on the integration 
of EWOM literature and goal theories, which were reviewed in Chapter 2. The 
implications of WOM literature are summarized as follows. 
1. Product performance is an important driver of WOM participation. 
2. The social recognition of the information contributor’s effort and knowledge 
encourages WOM participation. 
3. As WOM communication is embedded in a consumer’s daily communication, 





The major implications of goal theories for the study are summarized in the following 
3 points. 
1. Human beings engage in various activities to pursue certain goals. 
2. The goals pursued either originate internally or are introduced externally. 
3. The goals that are developed intrinsically tend to influence human behavior 
directly without much cognitive assessment or calculation. On the other hand, 
the goals that are externally introduced to attract and motivate the target to 
perform a particular behavior are more likely subject to cognitive processing 
before they eventually work to mobilize human behavior. 
 
Positioning the goal theories in the context of theme 1 study, we conceptualize the 
consumer’s initiation of EWOM information contribution to EWOMS as a joint 
behavioral product of the consumer’s both conscious and unconscious response to 
EWOMS to pursue some goals. These goals either arise intrinsically to the consumer 
or are endowed by the consequences of the participation behavior. This 
conceptualization leads to the research model, which is depicted in Figure 3.1. 
 
Overall, the research model proposes three factors that would influence the 
consumer’s initiation of EWOM participation through unconscious process. 
Meanwhile, the model also predicts that a number of external stimuli arising from 
either system design or consumption process would activate the consumer’s cognitive 
processing of these stimuli and suggests that the cognitive processing outcomes would 





3.1.1. Factors Operating through Unconscious Process  
The individual may engage in a behavior automatically in a familiar and often-
exposed-to environment as she has formed a stable patterned response to the 
environment through experience (Bargh et al 2001, Quinn and Kashy 2002). Since 
contributing consumption information through EWOMS integrates behaviors of using 
Internet for communications, adopting new information systems, and spreading 
consumption information, consumers’ responses to EWOMS could be unconsciously 
shaped by their current habits of using Internet-based communication systems, 
experimenting with information system innovations, and disseminating product and 
consumption information in daily life. 
 
3.1.1.1. The Effect of Internet Communication Dependence 
EWOM participation is an activity taking place on the Internet. The advent of the 
Internet and various Internet-based communication applications has dramatically 
changed human’s communication habits. The Internet has become an inseparable 
medium for people to interact with the world. People express and reveal their 
thoughts, experiences, interests, and even part of lives on the Internet and look for 
information, advises, and psychological support from the cyberspace (e.g., Schau and 
Gilly 2004, Zinkhan et al 2003). 
 
Media uses and gratifications theory posits that people obtain gratification from their 
use of communication media (Palmgreen 1984, Rubin 1994). The perceived 






























Figure 3.1.  The Research Model 
 
dependence on the medium and produce a pattern of media use (Rubin 1994). Miller 
and Reese (1982) have documented that individuals’ reliance on a type of medium 
would increase their behavioral and psychological engagement with the contents on 
that medium and commented that “dependence on a medium appears to enhance the 
opportunity for that medium to have predicted effect” (p. 245). Studies of information 
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attested to their hedonic and gratifying utility that people may perceive through usage 
(Eighmey and McCord 1998, Luo 2002, Van Der Heijden 2004). 
 
Extending these observations, we expect that consumers who have a habitual usage of 
the Internet for communication may perceive an intrinsic gratification of the usage 
itself. They may develop a positive behavioral tendency to engage with a new 
Internet-based communication application through simply exposing to it to pursue the 
gratification and would not bother to initiate deliberate considerations of what they 
can gain from the communication application. 
 
Hypothesis 1: The individual’s Internet communication dependence is 
positively associated with the likelihood of consumption information 
contribution to EWOMS. 
 
3.1.1.2. The Effect of Personal Information Systems Innovativeness 
EWOMS represents a new information system to potential adopters. We speculate 
that an individual’s general willingness to experiment and explore new information 
systems would shape his/her behavioral response to the system. Therefore, the 
research model also examines the influence of an individual’s innovativeness with 
information systems on his/her behavioral response to EWOMS. 
 
Personal innovativeness with information systems, defined as the willingness of an 
individual to try out any new information technology (Agarwal and Prasad 1998), 
develops on the basis of general personality trait of personal innovativeness (Kirton 
1976). Observing low predictive power of the personal innovativeness in the domain 
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of information systems adoption, Agarwal and Prasad (1998) propose personal 
innovativeness as a domain specific construct to explain individuals’ information 
system adoption behavior. 
 
As personality trait is a relatively stable descriptor of individuals that is invariant 
across different conditions (Hurt, Joseph, and Cook 1977, Webster and Martochhio 
1992), and in the case of this study across different type of IT/IS (Agarwal and Prasad 
1998), we contend that personal innovativeness with IT will heighten the individual’s 
tendency to start using EWOMS without careful cognitive elaboration on the system’s 
personal implications.  
 
Hypothesis 2: The individual’s personal information systems innovativeness 
is positively associated with the likelihood of consumption information 
contribution to EWOMS. 
 
3.1.1.3. The Effect of Opinion Leadership Disposition 
Conventional WOM studies have consistently noticed that some consumers tend to 
exhibit a habit of disseminating product and consumption information and giving 
opinions and advices to influence others’ decisions. The concept of opinion leadership 
has been used to describe the trait of this group of consumers (Childers 1986, Flynn, 
Goldsmith and Eastman 1996, King and Summers 1970). 
 
The major drive for opinion leaders in disseminating product information is their 
expertise in products and consumption. A high correlation has been found between 
individuals’ opinion leadership scores and their self-reported expertise of a particular 
  
 51
type of product (Wojnicki and Godes 2004). Consumers with extensive product 
knowledge are high in perceived competence. Individuals’ need for competence can 
generate strong intrinsic goals that would mobilize them to look for opportunities to 
satisfy the need (Deci and Ryan 2000). In the context of conventional WOM 
communications, opinion leadership behavior reflects how intense an individual’s 
intrinsic goal is to express his/her knowledge and competence. The same pattern of 
participation behavior driven by the pursuit of competence is therefore expected to 
emerge when the individual is exposed to a similar environment – EWOMS (Jin, 
Bloch, and Cameron 2002). Therefore we expect consumers could extend their offline 
product information dissemination behavior to online context by automatically 
demonstrating a high participation tendency in EWOMS.  
 
Hypothesis 3: The individual’s opinion leadership disposition is positively 
associated with the likelihood of consumption information contribution 
to EWOMS. 
 
3.1.2. Factors Operating through Conscious Process 
The above discussion suggests that consumers will have a positive response to 
EWOMS as a result of an automatic process that involves little cognitive operation. In 
reality, interactions between consumers and EWOMS may contain a number of 
external stimuli as well. These external stimuli could be either deployed by the 
systems or activated in the memories regarding past consumption experiences. 
According to the information processing perspective on goal pursuit, goal stimuli 





3.1.2.1. The Effect of System Economic Incentive Stimuli 
Information contributed to publicly accessible information systems becomes a type of 
public good. One important feature of public goods is that nobody can claim the sole 
ownership to seek compensation from others’ consumption. Research indicates that 
without proper external interventions, people tend to enjoy free-rider benefits and 
hold back their contribution. To promote contribution, many intervention programs 
have been devised and monetary compensation is one of the most commonly adopted 
methods (Avery, Resnick and Zeckhauser 1999). For example, economic rewards 
have been found to facilitate programmers’ knowledge contribution in another type of 
public goods production - open source software development (Roberts, Hann, and 
Slaughter 2004). Practically, ePinions.com, a major EWOMS, adopts this strategy by 
providing monetary rewards to information contributors. 
 
 The deployment of economic reward stimuli in EWOMS allows consumer to 
recognize that their information contribution to the systems may lead to economic 
returns. According to goal theories, the attractiveness of goal stimuli is one of the 
factors that determine whether the goal stimuli will operate as motivators (Brehm and 
Self 1989, Wright and Brehm 1989). Only when the consumer develops an interest in 
the economic rewards introduced by the EWOMS can he/she be mobilized to capture 
the rewards through information contribution to EWOMS. As consumers’ preferences 
for compensation differ, assessments of the attractiveness of the rewards may vary. 
When an individual perceives the economic rewards to be attractive, we expect he/she 
will be energized to reap the rewards. If the goal stimulus does not interest the 




Hypothesis 4a: The perceived attractiveness of the economic rewards is 
positively associated with the likelihood of consumption information 
contribution to EWOMS. 
 
Attainment expectancy of economic rewards, reflecting the individual’s assessment of 
the difficulty in obtaining the economic rewards offered by the EWOMS, is included 
in the model as a determinant of consumer’s EWOM participation behavior. Mento, 
Steel, and Karren (1987) and Tubbs (1986) suggested that high perceived goal 
difficulty and hence low attainment expectancy might deter the individual’s goal 
pursuit behavior as the effort expended will not lead to positive consequences 
associated with the goal. Similarly, Heckhausen (1977), Wofford, Goodwin, and 
Premack (1992), and Hyland (1988) proposed that goal pursuit behavior is an 
outcome of the joint operation of goal attractiveness and goal expectancy level.  When 
responding to economic incentives from EWOMS, the individual may perceive that 
earning the rewards could be difficult as it would demand continuous high quality 
information contribution that he/she cannot afford. Such a low attainment assessment 
may lead to no information contribution to EWOMS. 
 
Hypothesis 4b: The attainment expectancy of the economic rewards is 
positively associated with the likelihood of consumption information 
contribution to EWOMS. 
 
3.1.2.2. The Effect of Status Incentives Stimuli 
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The recognition of an individual’s effort, knowledge, helpfulness, and contribution in 
the form of prestigious status, as a type of payoff to compensate a contributor’s effort, 
is another incentive deployed in some EWOMS (Butler et al 2002). To some extent, 
identity on the Internet is a type of asset to some individuals. Gaining the status asset 
could be a goal that energizes the individual to engage in information contribution in 
EWOMS. In the context of open source software communities, which is similar to 
EWOM in the sense that the participants in both settings represent public goods 
producers, researchers have found that status is an important driver for programmers 
to contribute codes to the community (Raymond 1999, Roberts, Hann and Slaughter 
2004). 
 
The mechanism underlying the effect of the system status incentive on consumers’ 
response to the system is conjectured to be similar to that of economic incentives. 
Whether status incentive stimuli associated with EWOMS would mobilize individuals 
to respond to the system positively is expected to depend on the individual’s interest 
in the status on the web. The status may mean a lot to one but nothing to another. 
Thus the individual who values the online status would accept and respond to the 
system more favorably than the individual who does not.  
 
Hypothesis 5a: The perceived attractiveness of the status incentive is 
positively associated with the likelihood of consumption information 
contribution to EWOMS. 
 
Gaining the status means extraordinary contributions. The difficulty in getting the 
status may arise from two sources. First, the consumer may perceive that the time and 
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effort needed for gaining the online status would exceed the level she could afford.  
Second, the individual may anticipate the competition among contributors would be 
fierce and would increase the difficulty in gaining the status. Taking an information 
processing view of the effect of external incentives on human behavior (Kruglanski 
1996), we argue that the individual will engage in the analysis of the expectancy of 
attaining the desired status. Low attainment expectancy of the status incentive 
indicates the individual is running the risk of getting nothing from the expended effort 
and hence could prevent the individual from pursuing the status. So we hypothesize, 
 
Hypothesis 5b: The attainment expectancy of the status incentive is positively 
associated with the likelihood of consumption information contribution 
to EWOMS. 
 
3.1.2.3. The Effect of Consumption Reciprocation Goals 
The reciprocation goal has been associated with offline WOM and also observed in 
online channel (Bailey 2004). People are found to share their satisfaction with a 
product through recommendations or to warn others against a bad product through 
complaints. We define consumption reciprocation as the act of returning the positive 
or negative residue brought about by consumptions through influencing other 
consumers’ engagement with the product. Past discussions of reciprocation center on 
the dyadic relationship between two social entities. Recently, the theory of reciprocal 
altruism (Buunk and Nauta 2000) proposes that reciprocal behavior can occur in 
groups of related individuals. An individual may not necessarily reciprocate another 
entity directly. Instead, he/she could indirectly reciprocate through influencing other 
people’s behaviors with the target entity. We adopt the conceptualization of the theory 
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of reciprocal altruism and use the notion of reciprocation in the general sense in this 
study. 
 
Consumption processes may yield cognitive and emotional residue which constitutes 
the product memory. Negative and positive consumptions are believed to generate 
more intense emotion (e.g., anger, regret, disappointment, and happiness, etc) and 
cognition (e.g., how the consumer is dealt with, how the product performs, etc) during 
and after the consumptions than neutral consumptions. The generated emotion and 
cognition will be eventually stored in consumers’ memories and could be activated by 
appropriate environmental stimuli. 
 
EWOMS, serving as an outlet for product evaluation and feedback, may represent a 
stimulus that will evoke the consumer’s memory of past consumption. According to 
the information processing view that goal establishment may take place under the 
integrative cognitive processing of memories and environmental stimuli, the activated 
memories may arouse consumers’ reciprocation goals such that those with negative 
experiences tend to complain and those with positive experiences tend to compliment 
the product through EWOMS. 
 
The research model proposes that whether the aroused positive or negative 
reciprocation goals would lead to consumption information contribution to EWOMS 
depends on the individual’s desire to reciprocate the product and his/her anticipation 
of the reciprocation outcome. It has been found that individuals demonstrate 
systematically different positive and negative reciprocal behaviors due to personality 
differences (Gouldner 1960, Eisenberger et al, 2004). Therefore, we expect consumers 
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may have different evaluations of the attractiveness of reciprocating positive or 
negative products. When a consumer perceives that reciprocating a product is a right 
course of action for his/her after encountering a positive or negative consumption, 
he/she may react to EWOMS positively since the system can be used as an outlet to 
accomplish the reciprocation. Thus we have the following two hypotheses. 
 
Hypothesis 6a: The perceived attractiveness of reciprocating a positive 
product is positively associated with the likelihood of consumption 
information contribution to EWOMS. 
Hypothesis 6b: The perceived attractiveness of reciprocating a negative 
product is positively associated with the likelihood of consumption 
information contribution to EWOMS. 
 
Moreover, the assessment of the goal attainment probability would be instigated when 
the consumer develops the reciprocation idea (Austin and Vancouver 1996). As now 
the ultimate executor of the reciprocation is the EWOMS, the expectancy of achieving 
the reciprocation depends on the executor’s ability to influence consumption decision 
(Ford 1992). Hence the consumer’s estimation of the ability of EWOMS in 
influencing other consumers’ consumption decisions, termed as EWOMS decision 
influence ability, is expected to affect his/her participation in EWOM.  Specifically, if 
the consumer believes the EWOMS can effectively shape other consumers’ 
consumption decisions, his/her reciprocation goal will be realized easily, hence, other 
things being equal, he/she may have a relatively high aspiration to accomplish the 




Hypothesis 6c: The perceived decision influence ability of EWOMS is 
positively associated with the likelihood of consumption information 
contribution to EWOMS. 
 
3.2. Research Methodology 
To test the proposed hypotheses, an online experiment was carried out. During the 
experiment, the subjects were exposed to treatments entailed by the study conditions 
as well as asked to complete the questionnaire developed to measure the study 
constructs. This section reports the detailed implementation of the experiment. 
 
3.2.1. Operationalization of Constructs 
3.2.1.1. Internet-based Communication Dependence (ICD)  
ICD is defined as the extent to which an individual relies habitually on the Internet-
based information systems for daily communications. According to the media uses 
and gratifications theory, the media dependence behavior arises partly from the 
pursuit of the enjoyment of media usage. Among the four questions used to measure 
the construct, two were adapted from Bantz (1982) and two were self-developed. 
Item Wording Source 
ICD1 Online communication is often a satisfying choice for social 
communication. 
  




ICD3 A significant proportion of my communication with others is 
conducted through computer network. 
ICD4 I prefer computer-mediated communication to other forms of 
communication such as face-to-face and telephone. 
Self 
developed 





3.2.1.2. Personal Information Systems Innovativeness (INN) 
INN is defined as the willingness of an individual to try out any new information 
technology (Agarwal and Prasad 1998). The scale for INN was adapted from Agarwal 
and Prasad (1998). The general term of information technology and system was used 
as personal information systems innovativeness is a stable trait that is invariant across 
different types of IT. 
 
Item Wording Source 
INN1 If I heard about a new information technology or system, I 
would look for ways to experiment with it. 
INN2 Among my peers, I am usually the first to try out new 
information systems and technologies. 
INN3 I like to experiment with new information systems. 





Table 3.2. Operationalization of Personal Information Systems Innovativeness 
 
3.2.1.3. Opinion Leadership (OPL)  
The opinion leadership is defined as an individual’s propensity to communicate 
product information and express personal opinion to influence others. The scale was 
adapted from Flynn, Goldsmith and Eastman (1996) to fit our study context.  
 
Item Wording Source 
OPL1 Other people come to me for advice about choosing 
electronic products and service.  
OPL2 People that I know choose electronic products or services 
based on what I have told them. 
OPL3 I often persuade other people to buy the electronic 
products that I like. 











3.2.1.4. Attractiveness of Economic Rewards (AEC) 
AEC measures the individual’s perceived attractiveness of the economic rewards 
offered by EWOMS for outstanding contributors. The scale was developed based on 
the definition since it is unavailable in previous studies.  
Item Wording Source 
AEC1 The rewards of shopping vouchers are really enticing. 
AEC2 I am interested in the credit points offered by the system. 
AEC3 The credit points and the associated economic rewards the 
system provides for information contributors sound 
attractive to me. 
AEC4 I want to accumulate the credit points provided by the 
system for redemptions. 
Self 
developed 
Table 3.4. Operationalization of Attractiveness of Economic Rewards 
 
3.2.1.5. Attainment Expectancy of Economic Rewards (EEC) 
EEC measures the individual’s perception of how difficult it is to gain the economic 
rewards afforded by the EWOMS. Greater difficulty means lower expectancy. Three 
semantically differential sentences were generated based on the construct definition. 
Item Wording Source 
EEC1 I am uncertain if I can really accumulate enough credit 
points for rewards from the system after I contribute 
product reviews. (R) 
EEC2 Given the contribution level that is acceptable to me, it is 
not likely for me to earn any reward from the system. (R) 




Table 3.5. Operationalization of Attainment Expectancy of Economic Rewards 
 
3.2.1.6. Attractiveness of Status Incentives (AST) 
AST refers to the individual’s perception of the attractiveness of the status recognition 
from the EWOM. We developed four question items for this construct. 
Item Wording Source 
AST1 The distinct recognition of advisors and top reviewers from 
the system sounds attractive to me. 
AST2  I am keen to gain the position of advisor and top reviewer 





AST3 The status such as advisors and top reviewers is appealing 
to me. 
AEC4 The advisor and top reviewer status granted to 
consumption information contributors is interesting. 
Table 3.6. Operationalization of Attractiveness of Status Incentive 
 
3.2.1.7. Attainment Expectancy of Status Incentives (EST) 
EST captures the individual’s subjective evaluation of the difficulty and uncertainty 
of obtaining the distinctive status implemented in the EWOMS. Two question items 
were used to measure the construct. 
 
Item Wording Source 
EST1 It is quite uncertain to earn the distinct top reviewer status 
for me. (R) 
EST2 I expect the top reviewer and advisor status would be too 
demanding to be obtained easily. (R) 
Self 
developed 
Table 3.7. Operationalization of Attainment Expectancy of Status Incentives 
 
3.2.1.8. Attractiveness of Positive Product Reciprocation (APR) 
APR reflects the extent to which individuals are inclined to reciprocate the 
product/service positively after positive consumption.   
 
Item Wording Source 
APR1 I am supportive of the idea of recommending a good 
product to other people. 
APR2 Good products deserve consumers' recommendations in 
return. 
APR3 I have a strong desire to share my experience after 
encountering a good product. 
Self 
developed 






3.2.1.9. Attractiveness of Negative Product Reciprocation (ANR) 
ANR is the mirror construct of APR. It reflects the extent to which individuals are 
inclined to reciprocate the product/service negatively after negative consumption. 
Item Wording Source 
ANR1 I am supportive of the idea of complaining a low quality 
product to other people. 
ANR2 Products that fail to satisfy consumers deserve complaints 
in return. 




Table 3.9. Operationalization of Attractiveness of Negative Product Reciprocation 
 
3.2.1.10. Decision Influence Ability of EWOMS (DIA)  
DIA describes the individual’s perception of the influence of product information and 
recommendation of EWOMS and EWOMS itself on other consumers’ decision-
making. The construct taps into the perceived influence of both positive and negative 
EWOM information. 
 
Item Wording Source 
DIA1 People will rely on product compliments from the system 
to make wise consumption decisions. 
DIA2 The system can influence people’s purchase decisions 
greatly. 
DIA3 System users will accept the reviewers’ recommendations 
to decide what to buy. 
DIA4 People will rely on product complaints from the system to 
make wise consumption decisions. 
DIA5 Positive product reviews from the system will encourage 
people to buy these products. 
DIA6 Negative comments on products in the system will 
significantly shape system users’ purchase decisions. 
DIA7 People tend to use online positive product reviews to 
decide what to buy. 
DIA8 Online negative product reviews will make people avoid 
buying these products. 
Self 
developed 




3.2.1.11. Likelihood of Information Contribution to EWOMS (LIK) 
This construct captures the likelihood of the individual to contribute past consumption 
information to EWOMS. The self-developed scale asked the individuals to have a self 
assessment of likelihood of information contribution. The scale consisted of 3 
semantically differential statements.  
 
Item Wording Source 
LIK1 It is likely that I will post my reviews to the system. 
LIK 2 I am likely to contribute reviews of my actual 
consumptions to the system. 
LIK3 The probability that I will write product reviews for the 
system is high. 
Self 
developed 
Table 3.11. Operationalization of Likelihood of Initiation of Information Contribution 
 
 
3.2.2. The Experiment Design and Stimuli 
An online experiment was carried out to test the individuals’ initiation of information 
contribution to EWOMS because this method allowed the subjects to interact with the 
IT artifact - EWOMS directly. The experiment consisted of a part that exposed the 
subjects to the EWOMS and a part for the subjects to fill in survey questionnaires.  
 
A web-based experimental EWOMS was developed for this study. The EWOMS 
targeted specifically at the chosen subjects - the student members of a large 
university, for providing consumption reviews, opinions, and feedback. The system 
contained five categories of electronic products, namely mobile phones, laptops, 
mp3s, PDAs, and digital cameras, and had over fifty products that were on the market 
the moment the study was conducted. Users were also allowed to suggest new 
products to be added for them to review. When the user wanted to review a product, 
  
 64
he could choose the product category to find the product first and then click on the 
review link besides the product image (See Appendix 1_C_1). 
 
According to our research model, we designed six experiment conditions, which are 
presented in Table 3.12. We did not generate a full-factorial experiment design to 
manipulate economic rewards, status incentives, positive (negative) consumption 
activation (in total 12). The major reason is that we did not hypothesize any 
interaction effects between system interventions (economic rewards and status 
incentives) and consumption valence. Therefore, we had a full-factorial manipulation 
of system intervention (4 scenarios) and two manipulation of consumption valence 
(positive vs. negative). In other words, we have 6 experiment conditions.   
 
Overall, condition 2, 3, and 4 allow for testing the hypotheses related to system 
stimuli, i.e., economic rewards and status incentives, individually and comparatively. 
Condition 5 and 6 allow for testing the hypotheses related to positive and negative 
consumption experience respectively. The hypotheses related to unconscious response 
to EWOMS were studied with all conditions. Condition 1 served as the control 
condition.  
 
Since we have four manipulations with system stimuli, i.e., no stimuli, economic 
incentives, status incentives, and both economic rewards and status incentives we 
created four versions of EWOMS.   
 
In the no system stimuli condition, the system simply displayed product names, 
photos, and descriptions (refer to Appendix 1_C_2). In the economic incentive  
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Table 3.12. Summary of Experiment Treatments and Procedures 
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condition, the system main page as well as each product page contained a message 
component which said “Check out rewards for reviewers!”. After clicking the message 
box, the user would be referred to a new web page containing information about 
shopping vouchers that were available for redemption (refer to Appendix 1_C_3). These 
shopping vouchers were manipulated as economic rewards. In the status incentive 
condition, the system main page as well as each product page contained two message 
boxes which would be used to feature top reviewers and product advisors (refer to 
Appendix 1_C_4). In the condition where both economic and status incentives were 
present, both shopping voucher and distinctive status information were provided in the 
system main page and all product pages (refer to Appendix 1_C_5). 
 
In addition to the manipulations incorporated in system design, explicit system 
information corresponding to the manipulations was also communicated to the subjects 
through experiment introduction. The subjects in the economic incentive condition, in 
addition to being referred to the version of EWOMS with economic rewards, were also 
explicitly told that the system would reward information contributors with shopping 
vouchers on the basis of the credit points they accumulate through contribution. 
Meanwhile, they were exposed to a reviewer profile webpage that indicated the points an 
exemplary reviewer had earned and the points that had been used for shopping voucher 
redemption. The subjects in the status incentive condition were directed to the version of 
EWOMS with status incentives, told that their information contribution would help them 
accumulate credit points that would transform to prestigious status such as top reviewers 
and product advisors, and exposed to a profile webpage of an exemplary top reviewer. 
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For the subjects who received the manipulation of both economic rewards and status 
incentives, system introduction contained the information about both (refer to Appendix 
1_D for the manipulations introduced in the paragraph). 
 
3.2.3. The Experiment Subjects and Procedure 
Experiment subjects were drawn from the students of the large university for which the 
EWOMS was developed. 1200 email invitations with the study URLs were sent to the 
students. After the students clicked on the URL link that linked to the study websites, 
they were randomly assigned to one of the 6 study conditions. After being greeted and 
thanked by the system, subjects were directed to a system introduction page, which 
introduced that a research group in the university was going to launch an electronic 
product feedback and review system and they were invited to try out the system. The 
subsequent detailed procedures for subjects in different study conditions are presented in 
Table 3.12.  The experiment system logged each subject’s clickstream for verification of 
his/her exposure to the manipulations. 
 
After their self-paced explorations of the EWOMS, the subjects in the no-product-
experience-activation conditions were asked to complete the post-experiment questions 
regarding the study constructs and manipulation checks directly whereas the subjects in 
the product-experience-activation conditions were instructed to recall their positive or 
negative consumption experiences with any of the five product categories presented in 
the system before answering the post-experiment questions. Care was taken with the 
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question presentation orders such that the subjects were asked to indicate their likelihoods 
of information contribution to the system first to reduce demand effects. 
 
3.2.4. Pilot Study 
Prior to conducting the experiment, several pilot tests were conducted to test the 
experiment system and validate the questionnaire. First, the initial questionnaire was 
reviewed by IS faculty members and doctoral students for item specificity, questionnaire 
organization, and clarity of construction. Next, a pilot study involving 12 IS postgraduate 
students was conducted using the improved questionnaire. The main objectives of the 
pilot test were to test the workings of the experimental system, assess the clarity and 
conciseness of the experimental instructions and questions, and to gauge the duration of 
the experiments. The respondents were also contacted for a face-to-face interview to 
solicit their opinions on the experimental instructions and questions. After analyzing the 
feedback, a number of revisions were made to the experiment, such as clarifying terms, 
re-organizing the layout of the questionnaire, and removing experimental instructions that 
the respondents found unnecessary. 
 
3.2.5. Control Variables 
Consumers’ consumption information contribution behavior in the EWOMS context 
could be affected by the characteristics of the subjects. Multiple methods were used to 
control for the effects of possible confounding variables and improve internal validity of 
this study. Personal characteristics, including age, education background, and Internet 
usage and experience were controlled by assigning subjects randomly to the experimental 
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treatments. Meanwhile, we captured these personal differences in the questionnaire and 
included these variables in data analysis. We also included in our model the consumer’s 
experience with public product feedback with other traditional media such as radio and 
newspapers as one of the control variables. 
 
3.3. Data Analysis and Results 
Of the 1200 invitation emails sent out, 37 were undelivered. One week after the initial 
invitation, reminder emails were sent to follow up the subjects. Within 2 weeks, 246 
copies of complete responses were received, yielding a return rate of 21%. To ensure 
there is no nonresponse bias, the extrapolation method of comparing earlier and later 
respondents was employed under the assumption that subjects who responded later were 
more like non-respondents (Armstrong and Overton 1977). Specifically, the responses 
from the first two days (earliest respondents) were compared with the responses from the 
last two days (latest respondents) on a number of demographic characteristics to evaluate 
if there were any significant differences between the two groups (Armstrong and Overton 
1977). Mean comparisons showed no non-response bias with respect to the respondents 
age (t=1.32, p=0.482) and internet usage (t=0.80, p=0.700).  
 
3.3.1. Manipulation Checks 
We conducted manipulation checks to ensure the subjects perceived the treatment stimuli 
as intended. One question on system incentive stimuli and two questions on the activation 
of consumption experience were posed to all the subjects in the 6 treatments. Besides the 
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above questions, an additional question on the valence of the consumption recalled was 
developed for the subjects in the consumption experience activated condition.  
 
The manipulation check on system incentive stimuli perception asked “what measures 
does the system use to encourage review contribution?” with answer options of “None / 
Economic incentive with shopping vouchers / Distinctive status recognition / Both 
economic incentive with shopping vouchers and distinctive status recognition”. Subjects 
who gave wrong answers to the manipulation question (e.g., answered that the system 
used economic rewards to encourage information contribution in the status incentive 
condition) were removed. The two manipulation check questions on the activation of 
consumption experience asked subjects to indicate their agreements with the two 
statements of “While I was answering the previous questions, I had a specific electronic 
product in my mind” and “I was referring to a very specific electronic product when 
answering the above questions” using a 7-point Likert scale. Subjects who gave high 
agreement scores in the no-consumption activation conditions and who gave low 
agreement in the consumption activation conditions were removed. The check of the 
valence of the recalled consumption experience was conducted with the evaluation of the 
satisfaction of the products. Subjects were provided with the choices of “very 
unsatisfactory / unsatisfactory / neutral / satisfactory / very satisfactory”. The subjects 
who had a high evaluation in the negative consumption activation condition and who had 
a low evaluation in the positive consumption activation condition were removed. The 
manipulation checks led to 222 usable responses. Table 3.13 presents the demographic 




1 2 3 4 5 6 Combined 
Size 35 40 40 33 32 40 222 
Female 27 (77.1%) 16 (38.1%) 15 (37.5%) 12 (36.4%) 15 (46.9%) 21 (52.5%) 106 
(47.7%)
Gender 
Male 8 (22.9%) 26 (61.9%) 25 (62.5%) 21 (63.6%) 17 (53.1%) 19 (47.5%) 116 
(52.3%)
Below 19 6 (17.1%) 6 (14.3%) 8 (20.0%) 3 (9.1 %) 7 (21.9%) 6 (45.0%) 36 (16.2%)
20-24 28 (80%) 35 (83.3%) 29 (72.5%) 26 (78.8%) 25 (78.1%) 34 (85.0%) 177 
(79.7%)
25-29 1 (2.9%) 1 (2.4%) 2 (5%) 3 (9.1%) 0 (0%) 0 (0%) 7 (3.2%)
Age 
Above 30 0 (0%) 0 (0%) 1 (2.5%) 1 (3.0%) 0 (0%) 0 (0%) 2 (0.9%)
1st Year 18 (51.4%) 20 (47.6%) 23 (57.5%) 21 (63.6%) 19 (59.4%) 19 (47.5%) 120 
(54.1%)
2nd Year 14 (40%) 10 (23.8%) 12 (30.3%) 6 (18.2%) 11 (34.4%) 11 (27.5%) 64 (28.8%)
3rd Year 3 (8.6%) 8 (19%) 3 (7.5%) 4 (12.1%) 2 (6.3%) 8 (20.0%) 28 (12.6%)
4th Year 0 (0%) 3 (7.1%) 0 (0%) 0 (0%) 0 (0%) 2 (5.0%) 5 (2.3%)
School 
Year 
Postgraduates 0 (0%) 1 (2.4%) 2 (5.0%) 2 (6.1%) 0 (0%) 0 (0%) 5 (2.3%)
Once per day 
 
3 (8.6%) 4 (9.5%) 8 (20%) 1 (3.0%) 3 (9.4%) 8 (20.0%) 27 (12.2%)Internet 
Usage Several times 
each day 
32 (91.4%) 38 (90.5%) 32 (80%) 32 (97%) 29 (90.6%) 32 (80.0%) 195 
(87.8%)
 
Table 3.13. Subjects Demographic Data 
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3.3.2. The Assessment of the Measurement Instruments 
The instrument assessments were conducted with the response sample of each condition. 
We did not merge the data from all conditions as the subjects in different conditions were 
exposed to different construct questions. For instance, there were no questions related to 
status incentives (e.g., the perceived attractiveness of status incentives) for the subjects in 
the economic reward condition. 
 
3.3.2.1.  The Assessment of Instrument Reliability 
The reliability can be determined with the item-to-total correlations and the Cronbach’s 
alphas. Table 3.10 reports Cronbach’s alphas and Appendix 1_A presents item-scale 
correlations. Cronbach’s α above 0.707 indicates adequate reliability (Nunnally 1978). As 
indicated in Table 3.14, we obtained satisfactory Cronbach’s α across the six treatments. 
   Shape Shapiro-Wilk 
Conditions Construct Cronbach’s α Skewness Kurtosis Statistics Sig 
LIK 0.926 -0.286 -0.404 0.972 0.490
ICD 0.806 -0.467 -0.237 0.952 0.127
INN 0.921 -0.041 0.023 0.974 0.568
Condition 
1 
OPL 0.853 -0.578 0.649 0.965 0.315
LIK 0.945 -0.391 -0.412 0.966 0.232
ICD 0.767 -0.361 0.009 0.961 0.155
INN 0.879 0.066 -0.231 0.971 0.363
OPL 0.787 0.992 0.292 0.969 0.301
AEC 0.921 -0.395 -0.466 0.964 0.210
Condition 
2 
EEC 0.783 -0.035 -0.347 0.893 0.119
LIK 0.910 -0.350 -0.024 0.943 0.404
ICD 0.704 -0.480 0.290 0.963 0.210
INN 0.835 0.360 -0.360 0.969 0.329
OPL 0.819 0.453 0.653 0.975 0.495
AST 0.896 -0.562 -0.211 0.954 0.100
Condition 
3 
EST 0.831 -0.287 1.354 0.948 0.265
LIK 0.860 -0.239 -0.097 0.972 0.524
ICD 0.913 -0.230 1.100 0.977 0.704
INN 0.810 0.135 -1.009 0.918 0.016
OPL 0.905 -0.112 0.262 0.969 0.459
AEC 0.734 0.081 -0.216 0.949 0.128
Condition 
4 
EEC 0.916 -0.945 1.696 0.977 0.678
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AST 0.773 -0.315 0.622 0.958 0.220
EST 0.777 -0.145 -0.883 0.973 0.561
LIK 0.886 0.199 -0.893 0.948 0.127
ICD 0.829 0.414 -0.417 0.940 0.074
INN 0.828 0.580 -0.563 0.941 0.078
OPL 0.810 -0.641 1.014 0.952 .0162
APR 0.873 -0.595 -0.598 0.947 0.207
Condition 
5 
DIA 0.918 -0.322 -0.951 0.924 0.120
LIK 0.946 -0.543 -0.119 0.959 0.149
ICD 0.849 -0.171 -0.619 0.887 0.100
INN 0.933 -0.481 0.173 0.940 0.065
OPL 0.907 -0.588 1.471 0.955 0.111
ANR 0.814 -0.876 1.575 0.970 0.354
Condition 
6 
DIA 0.918 -1.599 2.319 0.926 0.120
Table 3.14. Cronbach’s alpha and Normality Tests 
 
3.3.2.2. Exploratory Factor Analysis 
Exploratory factor analysis (EFA) was performed with principal component analysis with 
varimax rotation. EFA was operated with the responses within each condition. Appendix 
1_B shows the detailed results of EFA. Overall, most items loaded on the intended 
factors. Most loading values exceeded the threshold of 0.707 (Nunnally 1978). However, 
there were a few exceptions. In the factor analysis of the data in condition 4, OPL3 loaded 
on the construct of INN more than on the construct of OPL (0.529 vs. 0.497). In the factor 
analysis of the data in condition 5, DIA8 loaded on the construct of APR more than on the 
construct of DIA (0.412 vs. 0.636) and OPL2 loaded on the construct of INN more than 
on the construct of OPL (0.660 vs. 0.639). In the factor analysis of the data in condition 6, 
DIA3 loaded on the construct of ANR more than on the construct of DIA (0.398 vs. 
0.393) and INN3 loaded on the construct of DIA more than on the construct of INN 
(0.619 vs. 0.607). However, we retained these items in the measurement instrument for 
three reasons. First, they performed well in EFA in other conditions. Second, we tried to 
maintain stability and consistency in measurement model across treatments. Third, the 
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reliability of the problematic items were adequate (refer to the item-scale correlations 
presented in Appendix 1_A). 
 
3.3.2.3.  The Assessment of Normality 
A normal distribution of research variables needs to be established before they are 
plugged into regression analysis (Hair et al 1998). Numerical tests of normality include 
the skewness, kurtosis, and the Shapiro-Wilk test for relatively small samples. Table 3.14 
shows the values of these statistics for all measured variables. The criteria for claiming 
normality are that both skewness and kurtosis values should fall within the range of -2.5 
to 2.5, and Shapiro-Wilk statistics should be insignificant. Our data met these criteria. 
 
3.3.2.4.  The Assessment of Multicollinearity 
Multicollinearity is a serious problem resulting from correlations among independent 
variables. Hair et al (1995) believe that multicollinearity can limit the size of path 
coefficients and obscure the decision about how each independent variable contributes to 
the dependent variable. As the independent variables become more highly correlated, it 
becomes more and more difficult to determine which independent variable is actually 
producing the effect on the dependent variable. 
 
To assess multicollinearity, two indicators are commonly used: tolerance value and its 
inverse – variance inflation factor (VIF) (Neter, Wasserman, and Kutner 1989). Tolerance 
is the amount of variability of an independent variable not explained by other independent 
variables. The VIF shows us how much the variance of the coefficient estimate is being 
inflated by multicollinearity. A tolerance close to 1 means there is little multicollinearity, 
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whereas a value close to 0 suggests that multicollinearity may be a threat. A commonly 
used threshold for tolerance is 0.2 and the corresponding threshold for VIF is 5.  
Condition Constructs Tolerance VIF 
ICD 0.952 1.051 
INN 0.676 1.479 Condition 1 
OPL 0.680 1.471 
AEC 0.733 1.364 
EEC 0.895 1.117 
ICD 0.846 1.181 
INN       0.632 1.583 
Condition 2 
OPL        0.551 1.815 
ICD        0.767 1.304 
INN 0.574 1.742 
OPL 0.603 1.658 
AST 0.571 1.751 
Condition 3 
EST 0.924 1.083 
AEC 0.599 1.669 
EEC 0.800 1.250 
AST 0.653 1.532 
EST 0.676 1.480 
ICD 0.772 1.296 
INN 0.680 1.471 
Condition 4 
OPL 0.664 1.506 
DIA 0.579 1.728 
APR 0.617 1.620 
ICD 0.640 1.563 
INN 0.574 1.742 
Condition 5 
OPL 0.679 1.473 
DIA 0.635 1.575 
ANR 0.675 1.482 
ICD 0.745 1.342 
INN 0.644 1.553 
Condition 6 
OPL 0.872 1.147 




Table 3.15 shows that the tolerance values for all independent variables were above 0.2 
and VIF values for all independent variables were below 5. Therefore, there is no 
evidence of multicollinearity problem in our independent variables. 
 
3.3.2.5.  The Assessment of Discriminant Validity 
Discriminant validity was tested following the method suggested by Venkatraman (1989). 
We constructed two models for each pair of constructs with their scale questions being 
specified as indicators in each study condition. In one model the coefficient between the 
two constructs was relaxed and in the other model the coefficient was set as 1. We 
subjected the two models under structural equation modeling analysis in LISREL and 
tested the chi-square difference. As indicated in Table 3.16 the chi-square differences 
were significant in all analyses, demonstrating that the scale questions captured different 
constructs. Therefore, discriminant validity was established. 
 
χ2(df) Condition Construct 1 
Construct 
2 Unconstrained Constrained Difference 
LIK ICD 60.01(13) 146.73 (14) 86.72 
LIK INN  68.12 (13) 110.47 (14) 42.35 
LIK OPL 12.32(13) 165.38 (14) 153.06 
ICD INN 73.47 (19) 133.39 (20) 59.92 
ICD OPL 54.43(13) 132.67 (14) 78.24 
1 
INN OPL 74.91 (19) 160.12 (20) 85.21 
LIK ICD 57.07 (13) 145.03 (14) 87.96 
LIK INN 27.28 (13) 69.20 (14) 41.92 
LIK OPL 14.38 (8) 173.93 (9) 159.55 
ICD INN 81.43 (19) 139.39 (20) 57.96 
ICD OPL 56.93 (13) 137.41 (14) 80.48 
INN OPL 72.94 (19) 112.48 (20) 39.54 
LIK AEC 70.12(13) 130.21(14) 60.09 
LIK EEC 19.45(8) 96.50(14) 77.05 
ICD AEC 46.88(19) 236.60(20) 189.72 
ICD EEC 60.21(13) 165.10(14) 104.89 
INN AEC 60.45  (19) 93.40 (20) 32.95 
INN EEC 31.49 (13) 72.53 (14) 41.04 
OPL AEC 56.21(13) 134.08(14) 77.87 
OPL EEC 20.17(8) 92.23(9) 72.06 
2 
AEC EEC 58.09(13) 149.23(14) 91.14 
LIK ICD 62.19(13) 148.21 (14) 86.02 3 
LIK INN 20.60 (13) 58.32 (14) 37.72 
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LIK OPL 11.98 (8) 158.24 (9) 146.26 
LIK AST 53.77 (13) 140.82 (14) 87.05 
LIK EST 5.24(4) 20.11(5) 14.87 
ICD INN 63.65 (19) 102.48 (20) 38.83 
ICD OPL 59.27(13) 120.29(14) 61.02 
ICD AST 51.74(19) 163.86(20) 112.12 
ICD EST 29.81(8) 110.04(9) 80.24 
INN OPL 37.02 (19) 72.38 (20) 35.36 
INN AST 49.35 (19) 101.34 (20) 51.99 
INN EST 20.48 (8) 42.71 (9) 22.23 
OPL AST 60.01(13) 147.82(14) 87.81 
OPL EST 15.62(4) 71.34(5) 55.72 
AST EST 23.05(8) 89.34(9) 66.29 
LIK ICD 40.87 (13) 85.38 (14) 44.51 
LIK INN 36.94 (13) 93.14 (14) 56.2 
LIK OPL 47.03 (13) 78.36 (14) 31.33 
ICD INN 52.13 (19) 94.74 (20) 42.61 
ICD OPL 47.33 (19) 99.56 (20) 52.23 
INN OPL 74.18 (19) 143.54 (20) 69.36 
LIK AEC 35.51 (13) 82.06 (14) 46.55 
LIK EEC 29.31 (8) 80.03 (9) 50.72 
LIK AST 67.72 (13) 106.84 (14) 39.12 
LIK EST 9.05 (4) 23.67 (5) 14.62 
ICD AEC 43.03 (19) 88.24 (20) 45.21 
ICD EEC 29.02 (13) 59.75 (14) 30.73 
ICD AST 61.35 (19) 114.62 (20) 53.27 
ICD EST 30.49 (8) 58.94 (9) 28.45 
INN AEC 64.53 (19) 103.67 (20) 39.14 
INN EEC 33.59 (13) 71.26 (14) 37.67 
INN AST 45.64 (19) 90.71 (20) 45.07 
INN EST 25.37 (8) 52.33 (9) 26.96 
OPL AEC 93.58 (19) 150.32 (20) 56.74 
OPL EEC 43.83 (13) 68.99 (14) 25.16 
OPL AST 91.35 (19) 148.63 (20) 57.28 
OPL EST 27.52 (8) 71.48 (9) 43.96 
AEC EEC 38.69 (13) 94.47 (14) 55.78 
AEC AST 45.76 (19) 74.45 (20) 28.69 
AEC EST 16.64 (8) 45.34 (9) 28.7 
EEC AST 47.26 (13) 89.42 (14) 42.16 
EEC EST 18.26 (4) 37.84 (5) 19.58 
4 
AST EST 30.05 (8) 68.46 (9) 38.41 
LIK ICD 62.09 (13) 154.78 (14) 92.69 
LIK INN 34.17 (13) 94.01 (14) 59.84 
LIK OPL 15.14 (8) 155.59 (9) 140.45 
LIK APR 23.03 (8) 112.77 (9) 89.74 
LIK DIA 133.69 (43) 317.51 (44) 183.82 
ICD INN 39.67 (19) 90.11 (20) 50.44 
ICD OPL 51.57 (13) 121.88 (14) 70.31 
ICD APR 104.27 (19) 197.73 (20) 93.46 
ICD DIA 184.65 (53) 285.19 (54) 100.54 
INN OPL 40.12 (19) 83.49 (20) 43.37 
INN APR 32.48 (13) 78.41 (14) 45.93 
INN  DIA 208.84 (53) 300.23 (54) 91.39 
OPL APR 27.91 (8) 115.89 (9) 87.98 
OPL DIA 130.89 (43) 280.62 (44) 149.73 
5 
APR DIA 111.88 (43) 146.53 (44) 34.65 
LIK ICD 70.23 (13) 185.37 (14) 115.14 6 
LIK INN 27.18 (13) 48.39 (14) 21.21 
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LIK OPL 13.08 (8) 160.25 (9) 147.17 
LIK ANR 30.93 (8) 124.57 (9) 93.64 
LIK DIA 124.84 (43) 359.72 (44) 234.88 
ICD INN 73.44 (19) 105.36 (20) 31.92 
ICD OPL 45.92 (13) 119.25 (14) 73.33 
ICD ANR 99.94 (19) 173.54 (20) 73.60 
ICD DIA 173.39 (53) 279.21 (54) 105.82 
INN OPL 80.47 (19) 127.65 (20) 47.18 
INN ANR 29.53 (13) 67.48 (14) 37.95 
INN  DIA 217.93 (53) 297.13 (54) 79.20 
OPL ANR 33.32 (8) 184.58 (9) 151.26 
OPL DIA 125.71 (43) 267.93 (44) 142.22 
ANR DIA 103.63 (43) 134.92 (44) 31.29 
Table 3.16. Discriminant Tests 
 
 
3.3.3. Hypothesis Testing 
As the measurement instruments met the reliability and validity criteria adequately, we 
proceeded with hypothesis testing. Given the relatively small sample size for each 
condition, regression analysis was adopted. We averaged the scale question scores for 
each construct and constructed a linear regression model that included the independent 
and dependent variables for each condition. These models are presented in Table 3.17. 
 
1 13121101 cccc OPLINNICDLIK ββββ +++=  
2 252423222102 cccccc EECAECOPLINNICDLIK ββββββ +++++=  
3 353433323103 cccccc ESTASTOPLINNICDLIK ββββββ +++++=  
4 4746454443424104 cccccccc ESTASTEECAECOPLINNICDLIK ββββββββ +++++++=
5 555453525105 cccccc DIAAPROPLINNICDLIK ββββββ +++++=  
6 656463626106 cccccc DIAANROPLINNICDLIK ββββββ +++++=  
Table 3.17. The Regression Model 
 












ICD 0.234 1.562 H1 not supported 
INN 0.468 2.520*** H2 supported 




ICD 0.60 0.44 H1 not supported 
INN 0.14 0.09 H2 not supported 
OPL -0.113 -0.671 H3 not supported 
AEC 0.672 4.58*** H4a supported 




ICD 0.213 1.096 H1 not supported 
INN 0.261 -0.135 H2 not supported 
OPL 0.226 0.948 H3 not supported 
AST 0.178 3.594*** H5a supported 




ICD 0.202 -1.275 H1 not supported 
INN 0.322 1.073 H2 not supported 
OPL 0.259 -0.529 H3 not supported 
AEC 0.254 1.768* H4a supported 
EEC 0.179 -0.198 H4b not supported 
AST 0.174 1.906** H5a supported 




ICD 0.210 1.121 H1 not supported 
INN 0.263 0.392 H2 not supported 
OPL 0.227 0.576 H3 not supported 
APR 0.344 1.710* H6a supported 




ICD 0.234 1.027 H1 not supported 
INN 0.193 0.657 H2 not supported 
OPL 0.202 0.863 H3 not supported 
ANR -0.103 -.0.582 H6b not supported 
DIA 0.492 2.773*** H6c supported 
0.196 
(0.148) 
Notes: Tests were based on the one-tailed significance level. 
 * p<0.05, ** p<0.025, *** p<0.01 
Table 3.18. Regression Analysis Results 
 
H1, H2, and H3 propose consumers’ Internet-based communication dependence, personal 
IT innovativeness and opinion leadership disposition would influence their tendencies to 
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provide product information to EWOMS through unconscious process. Our empirical 
study provided mixed results. When there were no external stimuli in terms of system 
incentives and past consumption activation, which was the case in condition 1, the 
personal IT innovativeness appeared to be the determinant of the consumers’ initiation of 
contributing consumption information to EWOMS. Consumers who enjoyed Internet 
communications and who tend to influence others with their consumptions were not 
found to have high tendency to contribute consumption information to EWOMS. 
However, when incentive mechanisms were deployed or past positive or negative 
consumptions were accessible, as manipulated in the other study conditions, the 
unconscious effect disappeared.  
 
H4a and H4b predict that the perceived attractiveness of economic incentives associated 
with EWOMS and the anticipated probability of obtaining the economic rewards would 
lead to increased information contribution. Both hypotheses were supported by our data 
collected from the experiment under condition 3. 
 
H5a and H5b predict similar effect of status incentives deployed by EWOMS on 
information contribution. Data analysis of experiment condition 4 revealed that only H5a 
was valid. The perceived attractiveness of status incentive had a positive relationship with 
the tendency to contribute consumption information whereas the expectancy of obtaining 
the distinctive status was not found to increase contribution likelihood. 
 
Under condition 5 when both economic rewards and status incentives were present, the 
perceived attractiveness of the two types of system mechanisms emerged as the key 
determinants of the subjects’ tendency to engage in EWOM with the system. Hence, H4a 
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and H5a were confirmed again. The expectancy of gaining the economic rewards, which 
was a significant factor when the EWOMS employed only economic rewards as a system 
intervention, lost its influence on EWOM participation. The effect of the expectancy of 
earning the distinctive virtual status remained insignificant.  
 
H6a proposes when past positive consumption memory is active, consumers who endorse 
positive product reciprocation would exhibit a high tendency to provide product reviews 
to EWOMS and H6b predicts similar effect in the negative consumption condition. 
Meanwhile, H6c suggests that the evaluation of EWOMS’ capability of influencing other 
consumers’ purchase decisions would be positively associated with information 
contribution. The results show that in the positive-consumption-activation condition, only 
the perceived attractiveness of positive reciprocation had a significant impact on 
information contribution likelihood whereas in the negative-consumption-activation 
condition, only the perception of the decision influence ability of EWOMS was positively 
associated with information contribution likelihood. 
 
3.3.4. Control Variables 
We further tested the control variables to examine their impacts on the relationships 
between independent variables and dependent variables. The control variables included 
the subject’s gender, age, education level, the Internet usage, and past public product 
feedback experience.  
 
Data analysis results show no major changes to the size and significance of the path 
coefficients found important in the original theoretical model. Meanwhile, the addition of 
these control variables did not increase the model explanatory power significantly. No 
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control variables emerged as significant factors as well. Table 3.19 compares the 
variances explained by the research model, control model, and the full model. 
 R-square value 
 Full Model Research Model Control Model 
Condition 1 0.304 0.276 0.062 
Condition 2 0.448 0.423 0.074 
Condition 3 0.523 0.509 0.065 
Condition 4 0.514 0.495 0.080 
Condition 5 0.331 0.280 0.083 
Condition 6 0.212 0.196 0.087 
Table 3.19. The Comparison of R-square of Full Model, Research Model, and Control 
Model 
 
3.4. Discussion and Implications 
3.4.1. Discussion of Results 
The present study examines an increasingly important electronic commerce supporting 
system – Internet-based electronic word-of-mouth systems (EWOMS). Assuming that 
human behavior is guided and mobilized by the goals individuals pursue, we present a 
research model developed on the goal theories to explain consumers’ initial participation 
in EWOMS by contributing consumption information. The model posits that the initial 
participation in EWOMS is both shaped by a consumer’s intrinsic goals unconsciously 
and driven by extrinsic goals induced by the systems or consumption experiences. The 
model was tested empirically. Overall the empirical results confirmed both the 
unconscious and the conscious processes. 
 
3.4.1.1. Discussion of the Unconscious Effects 
The individual’s personal IT innovativeness was found to heighten the likelihood of 
initiation of EWOM participation. This effect occurs along the unconscious route because 
it originates intrinsically without external stimulus ignition. It is believed that intrinsic 
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goals operate recurrently such that individuals develop behavioral templates that are 
applicable to similar contexts. As EWOMS is a novel information system application, 
consumers who are habitually early-adopters and explorers of new information 
technologies react positively to EWOMS. 
 
However, two hypothesized unconscious antecedents – the pursuit of the gratification in 
computer-mediated communications with a behavioral reflection in the dependence on 
online communication and the need for competence with a behavioral manifestation in 
product opinion leadership – were not validated to shape the individual’s tendency to 
contribute consumption information to EWOMS. The unexpected insignificant results 
reflected that for the subjects in our sample, EWOMS was predominantly perceived as a 
new information system. This perception is more salient than the perception of EWOMS 
as an Internet-based communication medium or the perception of EWOMS as an outlet to 
exert personal opinion influence. Hence, the unconscious effect of personal 
innovativeness with information technology was more pronounced than those of the 
dependence on Internet-based communication and the opinion leadership predisposition. 
The insignificant influence of the individual’s dependence on Internet-based 
communication and opinion leadership predisposition indicates the complexity of goal 
operation.  
 
3.4.1.2.  Discussion of the Conscious Effects 
The conscious process is characterized by cognitive processing of goal stimuli which are 
associated with either the EWOMS or past consumption encounters. In particular, we 
posit that whether the goal stimuli will transform to operative goals that are capable of 
mobilizing goal pursuit behavior depends on the perception of the attractiveness of the 
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goals and expectancy of attainment of these goals. In the experiment, we tested the 
operation of four goal stimuli – economic rewards from the EWOMS, status incentives 
from the EWOMS, positive reciprocation goal following positive product consumptions, 
and negative reciprocation goal following negative product consumptions.  
 
As expected, the results demonstrate that both the attractiveness of EWOMS economic 
rewards and the expectancy of obtaining the economic rewards will heighten the 
consumer’s tendency to engage in EWOM. The validated relationships affirm that the 
employment of economic rewards to promote consumption information contribution to 
EWOMS will activate the consumer’s cognitive processing of the rewards. When 
engaging in the cognitive processing, some individuals will be attracted by the economic 
rewards and some will evaluate the expectancy of obtaining the economic rewards. Either 
high perceived attractiveness or high evaluation of expectancy will lead to more active 
response to EWOMS.  
 
The study also shows the effectiveness of the use of status incentives to promote EWOM 
participation. The perceived attractiveness of the distinctive status granted by EWOMS 
can drive the individual to contribute consumption information to EWOMS to acquire the 
status. The effect of status incentives occurs as a behavioral outcome of cognitive 
processing of the incentive stimulus. However, the effect of the expectancy of gaining the 
distinctive status was validated. The plausible explanation could be derived from the 
psychological origin of expectancy of goal attainment. Researchers suggest that the 
evaluation of goal attainment expectancy would be activated when individuals are 
uncertain about the environment or have doubt about their own efficacy (Ford 1992). As 
the system claimed to target at the members of a university and the sample was drawn 
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from the university students who were experienced with Internet-based communication, 
we speculate that the subjects were pretty certain about the system and system users and 
had sufficient computer and IS efficacy. Therefore, the cognitive evaluation of the 
expectancy of attaining the distinctive status might not take place when the consumer 
responded to the EWOMS. 
 
The study finds that when consumers’ positive consumption experiences are accessible, 
the attractiveness of reciprocating the positive product/service will determine their 
tendency to contribute the information about the product to EWOMS. On the other hand, 
when the negative consumption experiences are accessible, the consumers’ evaluation of 
the ability of EWOMS in influencing other consumers’ consumption decisions will have a 
positive effect on information contribution. 
 
The finding shows that different cognitive processes operate for positive and negative 
reciprocation. Such a cognitive difference could be possibly explained by the fact that 
consumers might pursue different goals after their positive and negative consumption 
encounters. The positive consumptions may generate positive emotions and cognitions, 
which in turn drive the consumer to release. The ultimate goal therefore is to serve self’s 
needs. As long as the consumer has a strong desire to reciprocate the positive 
consumption, he/she will be more likely mobilized to engage in EWOM activities. 
Negative consumption experiences produce negative emotions and cognitions. Similar to 
positive reciprocation, reciprocating the product/service associated with the negative 
consumptions is the way to release emotional and cognitive discomfort. However, we 
argue that, different than positive reciprocation, negative reciprocation will be complete 
only when the product/service could be affected by other consumers’ choices and 
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decisions. Thus the ultimate goal here is to release the emotional and cognitive discomfort 
through influencing others’ behavior with the negative product/service. Therefore, 
communication channels that have high consumption influence ability will be more likely 
chosen for WOM activities. When the consumer perceived that EWOMS can effectively 
and substantially influence other consumers’ choices, his/her likelihood of contributing 
consumption information increased.  
 
3.4.1.3.  Discussion of the Relationship between Unconscious and Conscious Effects 
We expected that unconscious and conscious processes coexist to influence EWOMS 
participation. However, the findings indicate that all unconscious effects were absent 
when individuals were stimulated to engage in cognitive processing of the economic 
reward incentive, the status reward incentive, and the reciprocation of past positive or 
negative product consumption through using EWOMS. This unexpected result could be 
possibly explained by the motivation crowding theory which suggests that external 
intervention may interfere with intrinsic motivation (Frey and Jegen 2001). External 
intervention, defined as stimuli originating from outside the person (Frey and Jegen 
2001), may crowd out intrinsic motivation effects. We speculate that the crowding out 
effect occurs due to the shift of attention when the individual relates her response to 
EWOMS as a means to obtain the goals activated. When the individual actively processes 
the information related to these goals, their effects become more pronounced than that of 
the unconscious influence. Thus our study adds support to the motivation crowding 
theory. 
 
Another plausible reason for the relatively weak effect of factors that have been proposed 
to take the unconscious route is that contributing information regarding product 
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experience is an effortful activity. According to social exchange theory, individuals seek 
benefits to offset the cost in various exchanges (Molm 1997). The benefits and costs 
could be economic, social, or psychological variables. Consumers’ participations in 
EWOM could be regarded as a type of social exchange behavioral whereby they 
contribute information in exchange for some rewards. Therefore, when contributing 
product experience information to EWOMS is perceived to be laborious, the consumer 
may actively pursue the rewards, resulting in the more pronounced effect of factors that 
are proposed to follow the conscious route. 
 
3.4.2. Contributions and Implications 
3.4.2.1. Theoretical Implications 
The study is expected to make substantial theoretical contributions given that it is thus far 
the first empirical investigation of information provision to EWOMS. It enhances our 
understanding of EWOM phenomenon. The majority of EWOMS literature focuses on 
the consequences of EWOMS, resulting in incomplete and imbalanced knowledge of 
EWOMS. However, understandings of information provision are equally important as 
they can suggest effective promoting interventions, which are greatly needed for 
EWOMS to function properly to support electronic commerce. 
 
The modeling of EWOMS adoption and participation in this study brings information 
processing perspective into IS literature. The information processing perspective stresses 
that users may respond differently to the same interventions deployed to promote system 
adoption and usage. While prior research tends to relate external interventions to 
increased adoption and usage directly, this study employs rich and well-developed 
cognitive literature to highlight the need to incorporate system users’ cognitive operations 
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of external influences when examining information system adoption and usage. We 
expect this study will enhance the theorizing of information system adoption in general. 
 
Our study extends the goal theories to EWOM information contribution context. Goal 
theory identifies the various goals that influence and guide human behavior and describes 
how these goals operate. Information systems are often employed as tools for achieving a 
variety of goals. To understand the potential users’ responses to a system, researchers 
need to explore what goals the system could help the users achieve as well as how likely 
the system could help achieve the goals. We expect this goal pursuing perspective will 
enrich and complement extant theories of information system adoption.  
 
The conceptualization of automatic response as an important driver for information 
system usage will draw IS researchers’ attention to cognitive and behavioral automaticity, 
a research perspective that has yet to be explored in IS arena. Current information system 
research is dominated by studies that assume people are highly rationale and perform 
behavior based on deliberate and extensive cognitive activities. For example, theoretical 
foundations that are widely adopted in IS research, including the theory of reasoned 
action (TRA) and the theory of planned behavior (TBP), and the technology adoption 
model (TAM), all suggest that people choose a particular behavior after comprehensive 
evaluations of the various implications of the behavior to them. While findings obtained 
from these theoretical perspectives certainly explain a great deal of human behavior in 
general and information system adoption and usage in particular, we believe that 
automatic responses are also operative and need further investigation given human’s  




3.4.2.2. Practical Implications 
Through revealing the factors that can influence consumers’ participation in EWOM, the 
study provides important implications for EWOMS designers and practitioners in 
designing mechanisms to promote EWOMS adoption and usage. The study demonstrates 
a consumer’s personal innovativeness with IT will increase EWOM participation. Given 
that designing and implementing system interventions will require financial and 
computing resources, our study allows EWOMS practitioners to make a more informed 
choice between deploying system interventions and exploiting consumers’ habitual 
behavior in exploring and adopting information systems.  
 
However, the study does provide strong support for the effectiveness of deploying system 
mechanisms such as economic rewards and status incentives to attract information 
contribution to EWOMS. Further, the paper demonstrates the importance of the effect of 
individuals’ cognitive processing of the incentives offered by EWOMS. System 
practitioners thus are suggested to consider how to influence the consumer’s cognitive 
activities to a favorable end. For instance, the system could induce a high attractiveness 
assessment by communicating to the potential information contributors the positive 
endorsement from reviewers who have earned the economic or status rewards. 
 
The study also suggests that when using the economic rewards to attract consumers to 
share their consumption information, the EWOMS practitioners should pay attention to 
the consumers’ perceptions of the expectancy of acquiring the economic rewards. If the 
consumers perceive that it is too difficult to gain the economic rewards, the likelihood of 
information contribution will dwindle. However, if gaining the economic rewards is made 
easy, there will be relatively high financial pressure for EWOM practitioners. How to 
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make a balance is a crucial decision. One possible solution is that EWOMS practitioners 
could devise a dynamic rewarding scheme. This scheme could make it relatively easy for 
new information contributors so that the adoption rate of EWOMS will increase. After 
consumers have engaged in the EWOM communications, they could have better 
knowledge of the system and may generate new goals associated with the system that 
they would like to pursue. At this point in time, the system could reduce their chances of 
gaining the economic rewards.  
 
Additionally, as we have demonstrated that consumers are more likely to take part in 
EWOM communications when their past positive or negative consumptions are 
accessible, practitioners can try to relate EWOMS to consumers’ consumption experience 
with the aim of activating their cognition associated with positive or negative 
reciprocation. In particular, to effectively promote information contribution to EWOMS, 
the activated association between EWOMS and the consumption experience should be 
tailored to the consumer’s cognitive activities. There are two types of associations that 
could be stressed when EWOMS practitioners publicize their systems. First, emphasis 
should be placed on the EWOMS’ function as an outlet for expressing personal joy and 
satisfaction with a product. This approach will be effective to attract consumers’ EWOM 
participation if they have had positive consumptions. Second, the ability of EWOMS in 
influencing consumers’ decision making should be stressed. For example, EWOMS 
practitioners could publicize their system by indicating the system websites’ traffic and 
the number of system subscribers. Such an approach could successfully help a person to 





3.4.3. Potential Limitations and Future Studies 
There are a few potential limitations that need to be noted when interpreting and applying 
the study findings. The first limitation is related to the student subjects used. There is the 
threat to generalizability of the study. We encourage researchers to replicate the study to 
help establish the generalizability of our research model and findings. 
 
Second, the dependent variable in our model is the likelihood of contributing information 
to EWOM. We expect the likelihood indicated by respondents will have a strong 
correlation with their information contribution behavior. Nevertheless, it is necessary to 
extend the model to study actual behavior. 
 
Third, the study employs experimental methodology with a relatively simplified 
EWOMS. Although the vigor of findings is achieved as confounding variables are 
controlled, external validity might be compromised. We suggest that researchers adopt 
other research methods such as field study to strengthen the findings of this study. 
 
Our research can be improved and extended along a few directions. First, we explore the 
effect of various system stimuli and consumption experience separately. Based on our 
study, future study could integrate systems stimuli and consumption experience activation 
in one experiment to observe the interplay between them. Given the fact that cognitive 
resources are limited, an individual who faces too many stimuli may not be able to fully 
process the personal implications of these stimuli. Therefore we speculate that some of 
the relationships between external stimuli (system and consumption stimuli) and EWOM 




Second, while it is the focus of our study to identify the factors and mechanisms that 
drive a consumer to initiate EWOM communication, studies could move one step further 
to explore what factors could attract the consumer to continue to engage in EWOM 
communications. Among the factors included in the present study, we expect economic 
rewards and status incentives could work for a relatively long period of time because both 
mechanisms require the consumer to provide certain amount of information before the 
two goals are attainable. In addition, we suggest researchers to find and devise new 
mechanisms to promote continuous EWOM participation and communication. We believe 
the exploration of the factors that would drive a consumer to sustain his/her interaction 
with EWOMS is of significant practical value to the success of EWOMS. As mentioned 
in the Introduction chapter of this thesis, for a EWOMS to be successful, it must attract 
both EWOM information contributors and EWOM information users. We expect 
information users would value and trust the information from a frequent information 
contributor more than that from a person who has posted once and then disappears. 
Therefore, EWOMS that possess a stable group of information contributors could be 
likely to attract more information users. An example of EWOM interventions that could 
be especially useful for attracting consumers to maintain relationship with EWOMS is 
online community building among EWOM participants. Future studies could investigate 
if this intervention is effective in inducing continuous participation. 
 
Third, researchers can integrate their exploration of e-commerce with the investigation of 
EWOM. As an initial study, we examine EWOM phenomena with a stand-alone 
EWOMS. Increasingly, e-commerce practitioners are incorporating EWOMS into their e-
commerce platforms. The convergence of the two types of information systems gives rise 
to new variables and new questions that may be worth studying. Particularly, future 
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research could find many interesting research topics by looking at solicited EWOMS 
participation. Consumers normally need to provide personal information such as valid 
email addresses to complete e-commerce transaction. The personal information acquired 
from e-commerce transactions can change EWOMS from a system which passively waits 
for EWOM participation to one that can solicit EWOM information directly and 
proactively. The specific research questions could ask,  
 
(1) What kind of persuasive communication approach could EWOMS use to solicit 
EWOM participations effectively?  
(2) Are there any factors related to electronic transactions that would influence the 
consumer’s EWOM participation intention and behavior? 
(3) Would consumers generate any reactant feeling and behavior if they are 
approached by EWOMS with the personal information they have provided in 
electronic transactions? And if they would, how could the EWOM alleviate their 




THE THEME 2 STUDY - CONSUMER ACCEPTENCE OF 
INFORMATION AND RECOMMENDATIONS FROM 
EWOMS 
This chapter addresses the research questions explored by theme 2. Specifically, a 
research model exploring how the consumer processes product information from 
EWOMS and accepts the opinion from the informational agent is established. The model 
is based on the integration of ELM, the accessibility-diagnosticity model, and the theories 
of informant-mediated communication. To make the study manageable, we focus on 
positive EWOM recommendations acceptance. In particular, the research model 
comprehensively covers and examines the influences from different important sources, 
which include the product information being conveyed, the informational agent, the 
EWOMS artifacts, and the consumer cognitive characteristics. An empirical study is 
carried out to validate the proposed research model. Based on the findings obtained from 
the empirical study, important theoretical and practical implications are identified. 
 
4.1. The Research Model and Hypotheses 
The research model is depicted in Figure 4.1. It predicts that a EWOMS information 
user’s acceptance of EWOMS recommendation is influenced by the individual’s 
perception of the diagnosticity of the product information and the credibility of the 
EWOM informant. Furthermore, the model identifies that product information 
diagnosticity is determined by the congruence between product description focus and the 
EWOMS information user’s information need and informant credibility is affected by 
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how concentrated the informant’s past information is on the focal product the EWOMS 
information user is considering. The model also proposes that two EWOMS system 
artifacts, namely EWOM information helpfulness indicator and the informant’s status 
indicator, could heighten the perceived information diagnosticity and informant 
credibility respectively. Additionally, taking the individual’s characteristics into 
consideration, the research model also posits that the factors that influence information 
diagnosticity and informant credibility will operate differentially when individuals differ 
in their need for cognition. 
 
4.1.1. The Impact of Information Factor on EWOM Recommendation 
Acceptance 
4.1.1.1. The Impact of Information Diagnosticity 
Product experiential information has critical impact on consumer decision, particularly 
for experiential products as they offer indirect experience on sensory aspects not 
conveyed by tangible attributes (Holbrook and Hirschman 1982, West and Broniarczyk 
1998). Consumers tend to seek experiential information through different ways before 
making consideration and consumption decisions. However, the acquired information 
may not contribute equally to the consumer’s final decision. As proposed in Chapter 2, 
information diagnosticity, an important attribute of communicated product information, is 
a critical determinant of the usage of the product information. 
 
Empirically, Kempt and Smith (1998) explicated that the perceived diagnosticity of direct 
trial experience would enhance product knowledge and lead to heightened attribute and 
product evaluation. In electronic contexts where direct experience is not possible for 
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many products, Jiang and Benbasat (2005) and Suh and Lee (2005) demonstrated that a 
virtual shopping environment in which consumers interact with the product remotely and 
virtually would create a more diagnostic experience, and hence, ensue richer product 
















                                                  
Figure 4.1. The Research Model for Theme 2 Study 
 
However, there still exist substantial products and services that consumers cannot 
virtually experience in electronic settings due to such constraints as product 
characteristics and vendor computing capabilities. The recent emergence of EWOMS 
bridges the interaction gap between potential consumers and these products and services 
































descriptions of their interactions with products on electronic commerce platforms. Acting 
as informant, these users transfer the product experience information they have gained to 
other consumers. Although unable to interact with products directly or virtually, other 
consumers, as information seekers and users, can develop an understanding of product 
features and performance as well as perceive the feelings the product evokes through 
reading the posted product experience information. 
 
The published product experience information not only delivers detailed description (the 
content) of consumer-product interaction, but also possesses diagnosticity property. The 
perceived ability of the EWOM information to help evaluate the product of interest 
determines the weight the information would gain when consumers evaluate products and 
make purchase decisions. Hence, extending the findings in direct and virtual product 
experience, we conjecture a similar effect of information diagnosticity in the EWOM 
context.  
 
Hypothesis 1: The perceived information diagnosticity of EWOM information will 
have a positive effect on the acceptance of the recommendation. 
 
4.1.1.2. The Antecedent of Information Diagnosticity  
Consumption behavior is primarily driven by the consumer’s personal needs. The 
prerequisite for a product to be included in the consumption consideration set is that it 
could satisfy the consumer’s needs (Stanton and Lowenhar 1974). Therefore, the 
performance of a product in the areas that are related to the consumer’s needs constitutes 
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an important focus of attention when the consumer searches and evaluates the product 
experience information. 
 
However, consumers’ needs are heterogeneous and there is possibly a mismatch in 
product needs between the informant and the information user. What a product concerns 
an information user most may not be among the important product features from the 
informant’s perspective and thus may not be included in the product experience informant 
submitted to the EWOMS. Therefore the information user may not be able to develop 
sufficient knowledge about the product for making purchase decision. As diagnosticity 
assessment is task specific (Gershoff, Broniarczyk and West 2001), product information 
that is unable to facilitate the consumer in gaining the needed knowledge would be 
deemed to be non-diagnostic.   
 
This study captures the overlap between the informational needs of EWOMS information 
users and product information focus of the EWOM information provided by other 
consumers with the construct of need-information congruence.  We expect that when the 
informant’s product experience description presented in EWOMS is congruent with the 
information user’s informational needs, the information user using EWOMS will perceive 
the information to be diagnostic and will be willing to take the recommendation. 
Conversely, the incongruence between the information seeker’s needs and EWOMS 
product information may result in the information to be less diagnostic, which in turn 
results in the recommendation being viewed to be less useful and rejected. More formally, 




Hypothesis 2: The congruence between the EWOMS information user’s 
informational needs and product description of EWOM information will 
increase information diagnosticity. 
 
4.1.2. The Impact of Informant Factor on EWOM Recommendation 
Acceptance 
4.1.2.1. The Impact of Informant Credibility  
Using product information from EWOMS exemplifies a mediated-communication 
situation where the consumer who posts consumption experience information acts as an 
informational agent. It is common that a product in EWOMS receives comments from a 
number of consumers and therefore the product information user faces a challenge to 
decide how to utilize the information from multiple sources. To economize information 
processing effort, the consumer tends to selectively focus on a subset of the informational 
agents who are perceived to be knowledgeable and trustworthy to source accurate and 
reliable product information (Ganzach 1994, Gershoff, Broniarczyk and West 2001). 
Therefore, in addition to examining the consumption information, the consumer also 
needs to assess the informant’s credibility to help derive the weight assigned to the 
information. 
 
The informant’s credibility is reflected in two distinct dimensions – expertise and 
trustworthiness (O’Keefe 2002). An expert informant is expected to have needed 
knowledge background that enables her to develop an accurate product evaluation 
formula, give a thorough examination on the product, and provide objective illustration of 
the product and useful recommendation. Meanwhile, a trustworthy informant is expected 
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to have no intention to mislead the information recipient and user and therefore tell the 
truth of a product. When both expertise and trustworthiness are present, the informant 
possesses high credibility and her opinion is highly relied upon.   
 
Given the importance of informant credibility in product information communication, we 
contend that the product experience information user in EWOMS will attempt to evaluate 
the credibility of an informant from various sources and cues available in EWOMS 
environment. When the EWOMS information user feels the informant is knowledgeable 
as well as trustworthy, she will devote significant cognitive resources to process the 
informant’s product comments and at the same time generate minimal thoughts to suspect 
the comments. Thus, the information from a trustworthy expert informant is able to shape 
the EWOMS information user’s attitude toward the product profoundly. More formally, 
we have the following hypothesis. 
 
Hypothesis 3: The perceived informant credibility of EWOM information agent will 
have a positive effect on the acceptance of the recommendation. 
 
4.1.2.2. The Antecedent of Information Credibility  
In informant-mediated product communications, the informant’s credibility is a key factor 
that influences the acceptance of the informant’s opinion (Gershoff, Broniarczyk and 
West 2001, Gershoff, Mukherjee, and Mukhopadhyay 2003, West and Broniarczyk 
1998). Informant credibility emerges from two dimensions – the expertise and the 
trustworthiness (O’Keefe 2002). These two dimensions are expected to be especially 
important for a consumer who relies on the product experience information from 
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EWOMS for making consumption decisions due to the lack of control of information 
quality in EWOMS. Generally, every one can provide information to EWOMS after 
registration. The openness of EWOMS gives rise to some concerns about the accuracy 
and validity of information from EWOMS.  
 
First, the informants’ expertise regarding the product being reviewed may have a close 
relationship with knowledge bias (Eagly, Wood, and Chaiken 1978). Writing product 
descriptions for EWOMS will activate the informant’s knowledge structure. Experienced 
consumers tend to have a well established knowledge structure of a category of products 
that can comprehensively cover the important features and attributes that may be of 
interest to a typical consumer (Murphy and Wright 1984). Their product descriptions and 
information hence have less neglect of product features and attributes than those provided 
by novice consumers who lack a grasp of the essential attribute structure of the product. 
The information user thus needs to identify the informant’s expertise before deciding 
whether to embrace the recommendation or not.  Second, the absence of informant 
identity verification and the powerfulness of EWOM information in guiding consumption 
may entice merchants and vendors to manipulate the system to mislead consumers 
(Dellarocas 2004, Miller, Resnick, and Zeckhauser 2005). Therefore, it is crucial to 
ensure that the information in the EWOMS is from a trustworthy informant. 
 
All the above concerns highlight that the information user needs to analyze the 
informant’s credibility before accepting the recommendations presented in EWOMS. 
While consumers using EWOMS tend to form weak ties that would constrain their 
accessibility to each other’s background, the EWOMS databases’ ability to identify and 
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accumulate an informant’s information contribution history would assist the information 
users in gauging the informant’s expertise and trustworthiness. EWOMS are able to 
organize an informant’s consumption information according to product categories and 
then calculate the ratio of the number of EWOM information regarding a particular 
product category to the number of overall EWOM information for each informant. A high 
ratio value correlates with the focus of product information from an informant on a 
particular product category, which may indicate that the informant could be quite 
experienced and have an in-depth understanding of the product category and have low 
knowledge bias. Meanwhile, an informant’s descriptions on different products of the 
same category could demonstrate she has no strong intention to promote a particular 
product, thus low reporting bias. Therefore, we propose the following.   
 
Hypothesis 4: The concentration of an informant’s information contribution 
history on the focal product category will increase the perceived informant 
credibility. 
 
4.1.3. The Effects of EWOMS Decision Aid Indicators 
EWOMS represent a rich communicative setting with various communication elements 
on which consumers may rely to derive information diagnosticity and informant 
credibility. Besides the elements essential and integral to the communicated product 
information, in practice, EWOMS often deploy additional communication components 
with the intention to assist information users. One notable set of components involves 
various indicators pertinent to recommendations and informant. For example, 
Amazon.com and ePinions.com, two typical and widely used EWOMS, present 
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helpfulness indicator, obtained through information users’ ratings on product informant 
presented in EWOMS, along a recommendation. EWOMS also grant distinctive status 
and ranks to informants who continuously provide high quality EWOM information to the 
systems. These status and ranks are presented as status indicators. This section explores 
the operations of these EWOMS system artifacts. 
 
4.1.3.1 The Effects of Decision Aid Indicators on Diagnosticity and 
Recommendation Acceptance 
The positive information helpfulness indicator presented along the product experience 
description represents an endorsement from other information users. The indicator may 
trigger a heuristic rule that “as the product information is useful to others information 
seekers, it must be useful to me.” Indeed, such a heuristic rule is confirmed by the social 
influence theory (Asch 1966, Cialdini 1993), which predicts that people have the 
tendency to align their thoughts and behaviors with similar others.  Therefore the 
information user will use a shortcut to form a judgment of the information diagnosticity 
and decide whether to accept the recommendation. For a recommendation that is rated by 
other EWOMS users as highly useful, the individual may form a positive diagnosticity 
assessment and willingly adopt the recommended product. Formally, we have,  
 
Hypothesis 5: The information helpfulness indicator in EWOMS will increase the 
perceived information diagnosticity. 
Status indicators such as top reviewer or product advisor officially certify the informant’s 
knowledge and achievements. Similarly, they activate the information user’s heuristic 
rule that “since the informant is a successful reviewer, she must be experienced and 
  
 104
knowledgeable” and lead the information user to develop a positive judgment on the 
informant.  
 
Meanwhile, system endorsement may also heighten the EWOMS information users’ 
perception of the informant’s trustworthiness. When studying trust formation, researchers 
have noted that relating an entity to an established institution may enhance an individual’s 
trust perception of the entity (McKnight et al. 2002) and termed this type of trust as 
institution-based trust. Information systems studies observe that presenting some 
connections in the form of system artifacts or information between an entity and a trusted 
organization on a web page can shape an individuals’ trust perception with regard to the 
products and information displayed on the web page (Pavlou and Gefen 2006, Stewart 
2003). In the context of EWOMS, a status endorsement granted by the system could give 
the EWOMS information users an impression that some systematic assessment on the 
informant’s background has be conducted by EWOMS and therefore their trust concerns 
about the informant could be alleviated. Hence an informant with the status indicator 
could be perceived to be more trustworthy than an informant without the indicator. 
Overall, we have the following hypothesis, 
 
Hypothesis 6: The informant status indicator in EWOMS will increase the 
perceived informant credibility. 
 
4.1.4. The Moderating Effects of the Consumer’s Need for Cognition 
Theoretically, the acceptance of EWOMS recommendations could lead to desirable 
consumption outcomes if the recommendation possesses high information diagnosticity 
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and high informant credibility. However, deriving information diagnosticity and 
informant credibility assessment requires the information user to scrutinize the 
communication elements carefully and demands tremendous cognitive elaborations. 
Based on prior discussion, the process that helps assess information diagnosticity involves 
activating the personal consumption needs, reading the product experience description to 
understand the product performance, and relating the description to personal needs to 
ensure attention congruity. The process to assess informant credibility involves the 
consumer’s realizing of the potential bias in the product information from EWOMS and 
paying attention to the informant’s information provision history. Given the extensive 
cognitive activities involved, from the ELM perspective, the effects hypothesized above 
would be significantly affected by the availability of the EWOMS information user’s 
cognitive resources.  
 
The ELM suggests that individuals will devote varying levels of cognitive resources to 
elaboration intensive processes (Petty and Cacioppo 1986). One important factor that 
influences the variation of the extent of elaborations is the information processor’s 
cognitive ability. When the cognitive ability is high, the information processor is able to 
devote more cognitive resources to the evaluation of communicated information and 
hence a more elaborated information processing process occurs. Previous studies indicate 
that individuals vary in their ability to generate elaborated inferences and engage in 
elaboration spontaneously (Areni et al 2000). One salient construct that captures such an 




Cohen et al (1955) first defined NFC as “a need to structure relevant situations in 
meaningful, integrated ways” and “to understand and make reasonable the experiential 
world” (p. 291). Cacioppo and Petty (1982) further identified NFC as a construct that 
captures an individual’s more general “tendency to engage in and enjoy thinking” (p. 
119). Tam and Ho (2005) summarized that high-NFC individuals (a) search for more 
information when making decisions (Verplanken 1993), (b) engage in more effortful 
processing of persuasive messages (Haugtvedi et al. 1992, Roehm and Sternthal 20010), 
(c) are more open-minded (Cacioppo and Petty 1982), (d) enjoy more effortful cognitive 
tasks (Larsen et al. 2004), (e) develop more complex causal explanations for the behavior 
of others (Fletcher et al 1986), (f) hold attitudes that are more persistent over time and 
resistant to persuasion attempts (Haugtvedt et al. 1992), and (g) devote more topic-
relevant thought to persuasive communications, than do low NFC individuals (Cacioppo 
et al, 1983, Haugtvedt et al. 1992). 
 
The following sections explore the role NFC plays in recommendation acceptance in the 
context of EWOMS.  
 
4.1.4.1. The Moderating Effect of NFC on the Operation of Information-Need 
Congruence 
When information users are high in NFC, they tend to exhibit a systematic approach to 
process the information from EWOMS (Shiv, Britton, and Payne 2004). Abundant 
cognitive resources would enable the information users to coordinate a series of cognitive 
activities attentively in order to achieve desirable decision outcomes. Specifically, when 
considering a product recommended by EWOMS, they would be more likely to activate 
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their personal needs, process the product information from EWOMS, associate the 
information with personal needs, identify the incongruence, and assign appropriate weight 
to the information. On the other hand, information seekers with low NFC will devote 
limited cognitive resources to the above mental activities, which are essential for deciding 
whether the product information is diagnostic and acceptable given their particular 
consumption needs. 
 
The difference in information processing between high and low NFC individuals will 
result in the congruence between the information user’s needs and the informant’s 
product description to operate differently in the two conditions. The information user with 
high NFC bases his/her acceptance of the recommendation from others on the true merit 
of the product information. He/she is more likely to realize that the product experience 
information from the EWOMS cannot address her information needs pertaining to the 
product and therefore perceive the EWOMS information not diagnostic when there is 
need-information incongruence than is the information user with low NFC, who may not 
be able to identify the incongruence and factor the incongruence in information 
processing and product evaluation. Hence, product information that is low in need-
information congruence will receive lower acceptance from high-NFC individuals than 
from low-NFC individuals, resulting in the effect of need-information congruence on 
diagnosticity perception more polarized under the high NFC condition. 
 
Hypothesis 7: The effect of need-information congruence on the perceived 





4.1.4.2. The Moderating Effect of NFC on the Operation of Concentration of 
Information Provision 
Likewise, NFC is expected to moderate the effect of information provision history on 
informant credibility assessment. Information users who are high in NFC are more 
inclined to optimize their consumption decisions and to reduce the risks that may result in 
negative consumption experience. Studies indicate that individuals who are more risk 
averse conduct a more thorough analysis of the available information prior to making 
decisions (Grewal, Gotlieb, and Marmorstein 1994). High-NFC information users will 
therefore engage in high-effort scrutiny of the informant’s characteristics. The 
informant’s information provision history that is not concentrated on the focal product 
category but instead on an irrelevant category would lead the information user to be 
uncertain about the informant’s expertise and ability to convey accurate information. On 
the other hand, if the information provision history is focused on the focal product 
category, the information user will perceive the informant to be experienced and credible. 
Therefore, the variation in information provision focus will result in sharp differences in 
the perceived informant’s credibility. 
 
Under the low NFC condition, information users engage in low-effort scrutiny. Relatively 
limited cognitive resources will be expended to gauge the informant’s credibility, to 
attend to his/her information provision history, and to derive his/her expertise in the focal 
product category from his/her information provision history. The unresponsiveness of 
low-NFC individuals to the suggestive information provision history makes its effects on 




Hypothesis 8: The effect of the concentration of information provision history on 
the perceived informant credibility will be stronger for high-NFC individuals 
than low-NFC individuals. 
 
4.1.4.3. The Moderating Effects of NFC on the Operation of System Decision Aids 
According to ELM, the central route dominates the information processing under high 
elaboration conditions (Petty and Cacioppo 1986). As high-NFC ensures more cognitive 
resources to be expended on the elaboration of communicated information, the effect 
resulted from central route processing will be more pronounced. As elaboration decreases 
due to insufficient cognitive resources, peripheral cues presumably become progressively 
more important determinants of persuasive effects (O’Keefe 2002). 
 
In the context of EWOMS communication, the central route is taken when the assessment 
of the EWOM information and EWOM informant and the subsequent recommendation 
acceptance are based on thoughtful scrutiny and exploration of the communication 
elements. This is more possible when the information user has the ability to engage in 
high-effort elaboration. Therefore the effects associated with the communication elements 
that are essential and central to the product information communication, such as need-
information congruence and the informant’s information provision history, would be 
more significant for high-NFC individuals. On the other hand, low-NFC EWOMS 
information users would be less likely to attend to the information that demands cognitive 
resources. Instead, they would be more likely to rely on peripheral signaling cues such as 
information and informant indicators. Hence, variations in these signaling cues would 
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have greater influences on low-NFC individuals’ diagnosticity and credibility assessment. 
To present the reasoning formally, we have two hypotheses. 
 
Hypothesis 9: The effect of helpfulness indicators on the perceived information 
diagnosticity is weaker for high-NFC individuals than low-NFC individuals. 
 
Hypothesis 10: The effect of status indicators on the perceived informant 
credibility is weaker for high-NFC individuals than low-NFC individuals. 
 
4.2. Research Methodology 
We employed laboratory experiment method to empirically test the proposed model as 
this method not only allows for the manipulation of the variables that are of interest in the 
study, but also can exclude other irrelevant yet possibly confounding effects. 
 
4.2.1. Laboratory Experiment Method 
A laboratory experiment is a research study in which the variance of all or nearly all of 
the possible influential independent variables not pertinent to the immediate problem of 
the investigation is minimized. This is achieved by isolating the research in a physical 
situation apart from the routine of ordinary living that is the source of those independent 
variables excluded from the study, and by manipulating one or more independent 





4.2.2. Stimulus Development 
The research context dictates the product used for empirical study to possess the 
following three properties. First, the product category should be relatively familiar to the 
subjects (West and Broniarczyk 1998). Familiarity with the evaluation task is important 
because it allows us to better capture how judgments are formed in a naturally occurring 
environment. This criterion rules out durable goods which tend to be purchased 
infrequently, especially for the subjects of the study, the university students. Second, we 
would like to have a product for which consumer turn to others for information and 
advice (West and Broniarczyk 1998) as this study examines the influences from others on 
consumption decision making. Such products may include movies, restaurants, hotels, 
etc. Third, to ensure a realistic study, we need a product whose information is often 
obtained through online channel. 
 
The product category we chose was hotels because increasingly consumers book hotels 
online. To facilitate consumers in making decision, in practice, many online hotel systems 
publish consumers’ hotel reviews. Therefore, the setting of our study is realistic. 
 
Study subjects were told that they were going to travel to another country and would like 
to search hotels online. They were instructed to assume that they happened to come 
across a hotel from a web-based consumer recommendation portal. The portal, which 
incorporated a EWOMS, was developed for this study. The subjects were asked to 
evaluate the recommended hotel and decide whether to accept the recommendation. 
Along with the hotel recommendation, the EWOMS presented a consumer’s review of the 
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hotel and information provision history of the consumer. Manipulations of need-
information congruence and the concentration of the informant’s past EWOM 
information contribution on the focal product category were implemented here. 
Meanwhile, the system decision aid indicators were either presented or removed 
depending on the experimental treatments. Apart from the studied variables, the system 
presented a brief description and basic background information such as its service and 
facilities of the hotel. The description and background information were held constant 
across treatments. 
 
Apart from the studied variables, the system presented a brief description and basic 
background information such as its service and facilities of the hotel. The description and 
information were held constant among all subjects.  
 
4.2.3. Study Variables 
The following variables are included in the empirical study based on the research model 
and hypotheses. 
 
4.2.3.1. Independent Variables  
Need-information Congruence  
This variable was manipulated to reflect whether the product information presented by 
EWOMS addresses the information seeker’s personal needs. In the experiment, the 
product information in EWOM, i.e., the hotel review posted by the informant, covered 
five attributes of the recommended hotel. The product information regarding three out of 
the five hotel attributes was consistent across treatments. The other two attributes were 
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used for need-information congruence manipulation. The subjects were instructed that 
while considering a hotel they were particularly concerned with two features of the hotel, 
namely the safety of its surrounding environment and the ease of accessibility to public 
transportations. Under the congruence condition, the product information from the system 
contained illustrations of the product performance in the two areas that were important to 
the subjects. Under the incongruence condition, the product information contained the 
product performance in another two areas irrelevant to the concerns of the subjects (i.e., 
decoration and amenities). Appendix 2_D presents the manipulation of need-information 
congruence. 
 
Concentration of Information Provision History 
This manipulated variable captures whether the past EWOM information provided by the 
informant focuses on the focal product category, i.e., hotel, or an irrelevant product 
category, which was chosen as movies in this study. Under the concentration condition, 
the system presented that the informant had provided 15 reviews for hotels in the country 
that the subjects would be visiting. Under the non-concentration condition, the system 
presented that the informant had only one review on hotel which was the one the subjects 
were viewing and 14 reviews on movies. Appendix 2_F presents the screenshots of the 
manipulation of the concentration of information provision history. 
 
Information Helpfulness Indicator and Informant Status Indicator 
There are two manipulation states for the information helpfulness indicator cues, presence 
and absence. The helpfulness indicator which suggested the EWOM recommendation to 
be helpful was displayed on the web page that presented the hotel to the subjects for 
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presence manipulation. There was no helpfulness indicator under the absence condition. 
Appendix 2_F presents the screenshots of the manipulation of information helpfulness 
indicator. 
 
Similarly, the information status indicator was manipulated as presence and absence. 
“Top Reviewer” was displayed next to the informant’s registration ID for the presence 
manipulation, but was removed for the absence manipulation. Appendix 2_F presents the 
screenshots of the manipulation of informant status indicator. 
 
4.2.3.2. Moderating Variable 
Need for Cognition (NFC) 
The measurement of NFC was adapted from Cacioppo and Petty (1982).  Median split 
was used to classify the subjects into a high-NFC group and a low-NFC group.  
Code Wording Source 
NFC1 I do not like to do a lot of thinking. 
NFC2 I try to avoid situations that require thinking in-depth about 
something. 
NFC3 I try to avoid doing something that challenges my thinking 
abilities. 
NFC4 I prefer simple problems to complex problems. 
NFC5 Thinking hard and for a long time about something gives me 
little satisfaction. (R) 
Cacioppo and 
Petty (1982) 
Table 4.1. Measurement Instrument for NFC 
 




Information diagnosticity reflects how well the product experience information from 
EWOMS conveys the product attributes and features from the consumer’s perspective. It 
was measured through the subjects’ self-reported perception with the widely-used Kempf 
and Smith’s diagnosticity scale (1998). Adaptation was made to fit this study’s context  
Code Wording Source 
DIAT1 The hotel review helped me to evaluate the hotel. 
DIAT2 The hotel review familiarized me with the hotel in aspects 
that I am interested in. 
DIAT3 The hotel review let me know the performance of the 
hotel in aspects that I am interested in. 
DIAT4 The hotel review enabled me to directly evaluate if the 
hotel could meet my needs. 
Kempf and 
Smith (1998)
Table 4.2. The Measurement Instrument for Information Diagnosticity 
 
Informant Credibility 
Informant credibility comprises two dimensions, expertise and trustworthiness. The 
informant expertise reflects the consumer’s perception on the informant’s expertise and  
Code Wording Source 
CRED1 The person who submitted the hotel review is reliable. 
CRED2 The person who submitted the hotel review is sincere. 
CRED3 The person who submitted the hotel review is trustworthy. 
CRED4 The person who submitted the hotel review is 
experienced. 
CRED5 The person who submitted the hotel review is 
knowledgeable. 
CRED6 The person who submitted the hotel review is qualified. 
Ohanian 
(1990) 
Table 4.3. The Measurement Instrument for Informant Credibility 
 
knowledge for conveying accurate product attributes and features. The informant 
trustworthiness reflects the consumer’s trust on the informant for providing non-
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misleading and reliable product information. The scale was taken from Ohanian (1990) 
which integrates the two dimensions into one construct. 
 
Acceptance of Recommendation 
The acceptance of the recommendation from EWOMS describes the consumer’s 
willingness and intention to rely on the information and recommendation. Subjects were 
asked to use the scale adapted from Gershoff, Mukherjee, and Mukhopadhyay (2003) and 
White (2005) to do a self-prediction. 
Code Wording Source 
ACPT1 What is the likelihood for you to accept the 
recommendation of the hotel from the system? (not at 
all/very likely) 
ACPT2 What is the probability for you to follow the 
recommendation of the hotel from the system? (not at 
all/very probable) 
ACPT3 How influential is the recommendation of the hotel from 
the system on your decision whether to choose this hotel? 





ACPT4 What is the likelihood that the recommendation of hotel 
from the system would lead to a positive consumption 
outcome? (very unlikely/very likely) 
White (2005) 
Table 4.4. The Measurement Instrument for Acceptance of Recommendation 
 
4.2.3.4. Control Variables 
Personal behavior in the EWOMS context could be affected by the characteristics of the 
subjects and EWOMS stimulus. Multiple methods were used to control for the effects of 
possible confounding variables and improve the internal validity of this study. Personal 
characteristics, including age, education background, and Internet usage and experience 
were controlled by assigning subjects randomly to the experimental treatments. 
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Meanwhile, we captured these personal differences in the questionnaire and included 
these variables in data analysis. 
 
As the experimental scenarios pertained to booking hotel for overseas travel, we captured 
the subjects’ experience with hotel booking and traveling as control variables. 
 
ELM identifies that in addition to NFC, the individual’s information processing 
motivation also influences the extent to which cognitive resources are used for 
elaborating communicated information. To control the subjects’ information processing 
motivations across different treatments, we tried to maintain the individuals’ decision 
responsibility for hotel booking for overseas travel at the same level. As personal decision 
responsibility is identified as a key determinant of information processing motivation 
(Petty and Cacioppo 1986), we expected that imposing same level of decision 
responsibility would induce a comparable level of information processing motivation. In 
the experiment, the subject was told he/she would be traveling with his/her friends and 
he/she assumed the task of finding a hotel for the trip and needed to explain to his/her 
friend about his/her choice. By instructing the subjects in this way, we anticipated that the 
subjects would have a relatively high level of information processing motivation and the 
variance in the cognitive resources allocated to processing EWOM recommendations 






To ensure the manipulation is successful yet the subjects are not able to figure out the 
study manipulation and purpose by directly answering the manipulation check questions, 
one pretest regarding the need-information congruence manipulation was carried out. The 
pretest was administered to students whose demographic backgrounds were similar to 
those of the subjects. The 24 participants were equally distributed in two conditions in the 
pretest. The participants were asked to evaluate how well the hotel review addressed their 
information need for hotel environment safety and for accessibility to public 
transportation. The two versions of the hotel review representing the need-information 
congruence manipulation yielded significantly different congruence values for both hotel 
environment safety and for accessibility to public transportation in ANOVA test (F= 
22.676, p < 0.01 and F= 21.909, p < 0.01).  Therefore, the two versions of the hotel 
reviews were used for the experiment. 
 
4.2.5. Study Procedure 
The research model dictates a 2 (need-information congruence: congruent vs. 
incongruent) X 2 (information provision history: focal vs. others) X 2 (helpfulness 
indicator: present vs. absent) X 2 (status indicator: present vs. absent) X 2 (NFC: high vs. 
low) full factorial between subjects experiment. 
 
A total of 341 students from a large university participated in the study. The demographic 
profile of the subjects is presented in Table 4.5. 
 
Upon arriving at the experiment venue, the subjects were given a brief introduction of the 
study. They were told the study purpose was to explore how a consumer uses Internet 
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information for shopping and the specific investigation focus on EWOM contents, 
information provider, and EWOMS mechanisms was not mentioned to minimize the 
demand effect and to increase study validity. After completing an online pre-experiment 
questionnaire containing questions on the subjects’ demographic information and the  
Demographic Variables Categories Frequency (Percentage) 
Male 183 (53.7) 
Gender 
Female 158 (46.3) 
1st year 98 (28.7) 
2nd year 104 (30.5) 
3rd year 99 (29.0) 
Honors year 36 (10.6) 
Education 
Postgraduate 4 (1.2) 
19 and below 53 (15.5) 
20-24 274 (80.4) Age 
25-29 14 (4.1) 
Arts and social science 32 (9.4) 
Business 59 (17.3) 
Computing 91 (26.7) 
Engineering 89 (26.1) 
Law 2 (0.6) 
Medicine 6 (1.8) 
Science 55 (16.1)) 
Major 
Design and Environment 7 (2.1) 
Never 153 (44.9) 
Below 10 154 (45.2) 
10-29 20 (5.9) 
30-49 4 (1.2) 
No. of Internet Purchase in 
the Past 6 Months 
50 and above 10 (2.9) 




scale of NFC, the subjects were randomly directed to the experimental web pages that 
incorporated the various experimental manipulations. After their self-paced exploration of 
the web pages, the subjects were required to report their acceptance decision with regard 
to the recommendation and assessment of EWOM information and informant. Care was 
taken to measure the acceptance decision prior to measuring the information and 
informant assessment so as to minimize the possibility of a demand-induced relationship. 
 
4.3. Data Analysis and Results 
4.3.1.  Manipulation and Control Checks 
Control checks on subjects’ gender, age, NFC, Internet usage, majors and online purchase 
history were performed to confirm that they were randomly assigned to study conditions. 
A multivariate analysis of variance (MANOVA) test confirmed that the random 
assignment of subjects to the sixteen experimental conditions was successful. There were 
no significant differences in gender (F=1.311, p=0.286), age (F=0.867, p=0.534), NFC 
(F=1.514, p=0.102), Internet usage (F=0.586, p=0.625), major (F=0.302, p=0.804) and 
online purchase history (F=0.470, p=0.704) among the sixteen experimental conditions. 
There was no significant difference in the subjects’ perceived decision responsibility 
(F=0.939, p=0.532) as well. 
  
As the manipulation check on need-information congruence was performed in the pretest, 
the experiment questionnaire contained manipulation check questions for the deployment 
of the two systems decision aid indicators only. Subjects were asked to answer four 
questions, including “was there any system indicator on the helpfulness of the hotel 
review,” “the customer hotel review was indicated to be very helpful by the system,” 
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“was there any indicator of the status of the customer who had submitted the hotel 
review?”, and “the person who had submitted the hotel review was indicated as Top 
Review in the system”. The answers to these questions were used to filter out the subjects 
who did not perceive the treatments as intended. 11 subjected were dropped for providing 
wrong answers. 
 
The click stream data of the subjects was also logged to test whether they had visited the 
web pages that contained the treatments. 7 subjects were dropped because they had not 
visited the hotel reviewer’s profile page which contained the manipulation of the 
concentration of information provision and 4 subjects were removed for not having 
accessed the hotel review page which contained the manipulation of need-information 
congruence. The data of 319 subjects entered the subsequent analysis. The subject 
distribution is presented in Table 4.6. 
 
Congruence Concentration HI EI Size 
Yes Yes Yes Yes 20 
Yes Yes Yes No 20 
Yes Yes No Yes 19 
Yes Yes No No 19 
No Yes Yes Yes 20 
No Yes Yes No 18 
No Yes No Yes 21 
No Yes No No 21 
Yes No Yes Yes 20 
Yes No Yes No 20 
Yes No No Yes 20 
Yes No No No 21 
No No Yes Yes 20 
No No Yes No 19 
No No No Yes 21 
No No No No 20 
Table 4.6. Subject Distribution 
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4.3.2. Assessment of the Instruments 
4.3.2.1. Exploratory Factor Analysis 
Exploratory factor analysis was performed on the endogenous variables, i.e., the 
perceived diaganosticity, the perceive credibility, the acceptance of EWOMS 
recommendation, and the moderating variable, i.e., NFC.  The factors were detected using 
principal component analysis with varimax rotation. The result is reported in Table 4.7. 
Constructs   
 Items CRED NFC ACPT DIAT 
ACPT1 .062 -.080 .808 .322 
ACPT2 .050 -.032 .855 .308 
ACPT3 .228 -.032 .747 .355 
ACPT4 .282 -.089 .806 .131 
DIAT1 .385 .031 .426 .457 
DIAT 2 .064 .003 .270 .870 
DIAT 3 .059 .003 .277 .872 
DIAT 4 .219 .016 .298 .731 
CRED1 .801 .018 .229 .079 
CRED2 .717 .146 .360 -.031 
CRED3 .729 .114 .320 -.071 
CRED4 .783 -.115 -.083 .139 
CRED5 .815 -.189 .013 .145 
CRED6 .788 -.063 .066 .229 
NFC1 .081 .888 -.013 -.033 
NFC2 -.082 .910 -.091 .010 
NFC3 -.066 .917 -.054 -.007 
NFC4 .058 .815 -.027 .015 
NFC5 -.078 .556 .010 .016 




Four factors emerged with eigenvalues greater than 1.0 and accounted for 71 percent of 
variance in the data, indicating the question items were good measures of the constructs. 
All question items loaded on their intended constructs and there was no cross-loading 
issue.  The examination of the factor loadings indicates there were two problematic items 
with low loading values. One was DIAT1 (loading=0.457) and the other was NFC5 
(loading=0.556). However, as they did not load on other constructs and the Cronbach’s 
alpha values for the two constructs were 0.855 and 0.880 respectively, exceeding the 
reliability criterion of 0.7 (Nunnally’s 1978), the two items were retained. The 
Cronbach’s alpha values for the perceive credibility and the acceptance of EWOMS 
recommendation were 0.881 and 0.905. The satisfactory performance of the 
measurements of the constructs allowed us to test the research hypotheses. The items for 
each construct were aggregated for analysis due to their high reliability scores. 
 
4.3.2.2. Normality Test 
A normal distribution is assumed by many statistical procedures including ANOVA (Hair 
et al 1998). Numerical tests of normality include the skewness, kurtosis, and  





Skewness Kurtosis Statistics Significance
ACPT  4.64 1.18 -0.904 0.200 0.047 0.210
DIAT 4.71 1.31 -0.449 -0.336 0.091 0.107
CRED  4.21 0.97 0.291 0.927 0.062 0.122
NFC 3.63 1.47 0.131 -1.121 0.084 0.118




Kolmogorov-Smirnov test. Table 4.8 shows the values of these statistics for all measured 
variables. The criteria for claiming normality are that both skewness and kurtosis values 
should fall in the range of -2.5 to 2.5, and Kolmogorov-Smirnov statistics should be 
insignificant. Our data met these criteria. 
 
4.3.2.3. Assessing Multicollinearity 
The ability of an independent variable to predict the dependent variable is related not only 
to its correlation with the dependent variable but also its correlation with other 
independent variables in the research model. Multicollinearity in regression model is an 
unacceptably high level of intercorrelation among the independent variables, such that the 
effects of the independent variables cannot be separated (Hair et al. 1998). Two measures 
commonly used for assessing multiple variable collinearity are the tolerance value and the 
variance inflation factor (VIF) (Neter, Wasserman, and Kutner 1989). A common cut-off 
threshold is a tolerance value of 0.2 that corresponds to a VIF value of 5. Tolerance less 
than 0.2 and VIF greater than 5 are indicative of multicollinearity problems. Table 4.9 
shows the tolerance values and VIF values. There was no multicollinearity observed 
among the independent variables. 
Constructs Tolerance VIF 
DIAT 0.857 1.166 
CREC 0.855 1.169 
NFC 0.998 1.002 
Table 4.9. Multicollinearity Tests 
 
4.3.2.4. Reliability Assessment 
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Reliability refers to the extent to which the items used to measure a construct reflect a 
true common score for the construct (Kerlinger 1986). The reliability can be determined 
with the item-to-total correlations and the Cronbach’s alphas (See Table 4.10 for 
Cronbach’s alphas and Appendix 2_A for item-scale correlations). Cronbach’s alpha 
above 0.707 indicates adequate reliability (Nunnally 1978). The measurement instruments 
possessed satisfactory reliability. 
 





ACPT 0.902 0.932 0.773 
DIAT 0.855 0.909 0.700 
CREC 0.879 0.903 0.624 
NFC 0.845 0.896 0.641 
Table 4.10. Reliability and Convergent Validity Assessment 
 
4.3.2.5. Convergent Validity Assessment 
Convergent validity is the degree to which two or more items measuring the same 
construct agree (Campbell and Fiske 1959, Cook and Campbell 1979). Construct 
composite reliability and the average variance extracted by each construct are suggested 
for convergent validity assessment. Nunnally’s 0.707 (1978) is the cut-off value for 
construct composite reliability. Fornell and Larcker (1981) recommended that the average 
variance extracted by each construct should be greater than 0.5.  As shown in Table 4.11, 
all measurement instruments met the thresholds. 
 
4.3.2.6. Discriminant Validity 
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Discriminant validity is the degree to which items differentiate between constructs, or 
measure different constructs (Campbell and Fiske 1959, Cook and Campbell 1979). Each 
item should correlate more with other items of the same construct than with items of other 
constructs. Discriminant validity is claimed when the average variances extracted by the 
items measuring the constructs are greater than the squared correlations between two 
construct (Fornell and Larcker 1981). Table 4.11 presents the correlation matrix of the 
constructs. In all cases, the correlations between two constructs were less than the square 
root of the average variances extracted by the items measuring a construct. Hence, we 
believe that the measures discriminated adequately between the constructs. 
 ACPT DIAT CRED NFC 
ACPT 0.879  
DIAT 0.633 0.837   
CRED 0.381 0.378 0.790  
NFC -0.086 -0.015 -0.049 0.800 
 
Notes: Diagonals represent the square root of the average variances extracted for each 
construct; other entries represent the correlations between two constructs. 
Table 4.11. Discriminant Validity Assessment 
 
4.3.3. Hypotheses Testing 
4.3.3.1. Testing the Effects of Information Diagnosticity and Informant 
Credibility on EWOM Recommendation Acceptance 
Hypotheses 1 and 3 predict that the perceived information diagnosticity of the EWOM 
information and perceived credibility of the EWOM informant would increase the 
acceptance of the EWOMS recommendation. To test these two hypotheses, a stepwise 
liner regression was performed on ACPT with DIAT and CRED and other control 
variables as independent variables. The results are reported in Table 4.12. Among the 
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control variables, only subject age was a significant factor. It is evident that the proposed 
independent variables, i.e. DIAT and CRED, significantly accounted for the variance in 
the ACPT (R2=0.445, ΔR2 =0.415, F change =54.674, p <0.001), suggesting that the 
research model was adequate to explain consumers’ acceptance of EWOMS 
recommendations. 
 
 Model 1 Model 2 
 B S.E Beta t B S.E Beta t 
Constant 3.62 0.67  5.366*** 2.71 0.73  3.70 
Gender 0.13 0.20 0.056 0.662 0.14 0.19 0.040 0.72 




-0.01 0.16 -0.006 -0.067 -0.01 0.21 -0.006 -0.05 
Travel 
Experience -0.02 0.08 -0.025 -0.291 -0.03 0.10 -0.028 -0.29 
DIAT     0.483 0.060 0.538 7.989***
CRED     0.257 0.082 0.211 3.138***




Table 4.12. The Results of Regression Analysis with ACPT 
 
Specifically, the significant linkage between DIAT and ACPT lent support to Hypothesis 
1 (Beta=0.538, t=7.989). The regression also yielded a significant relationship between 
ACPT and CRED (beta=0.211, t=3.138, p=0.002), hence Hypothesis 3 was supported. 
 
4.3.3.2. Testing the Effects on Information Diagnosticity 
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To test the proposed effect of need-information congruence, system helpfulness indicator, 
and NFC on the perception of information diagnosticity, a regression test was performed 
first to detect the performance of the proposed relationships. As shown in Table 4.13, the 
results revealed significant main effect of need-information congruence, system 
helpfulness indicator, and the interaction effect between need-information congruence 
and NFC. Therefore we proceeded with detailed contrast analysis. The series of 




Squares df Mean Square F Sig. 
Corrected Model 46.718(a) 7 6.674 4.460 0.000 
Intercept 3290.762 1 3290.762 2198.865 0.000 
NFC 1.641 1 1.641 1.096 0.297 
HI 7.078 1 7.078 4.729 0.031* 
CGRN 30.026 1 30.026 20.063 0.000** 
NFC * HI 0.001 1 0.001 0.001 0.975 
NFC * CGRN 8.192 1 8.192 5.474 0.021* 
HI * CGRN 0.236 1 0.236 0.158 0.692 
NFC * HI * 
CGRN 0.077 1 0.077 0.052 0.821 
R Squared  0.177  
Adjusted R 
Squared  0.137  
Notes:  NFC: Need for Cognition CGRN: Need-information Congruence 
 HI: Helpfulness Indicator 
 * p<0.05, ** p<0.01, *** p<0.001 
Table 4.13. The Results of Regression Analysis with DIAT 
 
Hypothesis 2 posits that the congruence between the EWOMS user’s information need 
and the focus of the EWOM product description would increase the perceived 
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information diagnosticity. An ANOVA test1 confirmed the proposed relationship. In the 
congruence condition, the mean of DIAT was 5.19, whereas in the non-congruence 
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Table 4.14. Summary of ANOVA Tests on DIAT 
 
                                                          
1 Helpfulness indicator was used as covariate.  
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Recommendation helpfulness indicator was found to enhance the perceived information 
diagnosticity 2  (mean=4.52 for absence, mean=4.92 for presence, F=4.729, p=0.041), 
hence hypothesis 5 was supported. 
 
We found a significant interaction effect between need-information congruence and NFC 
on the perceived information diagnosticity. As expected, the high-NFC individuals 
indicated significantly high information diagnosticity than the low-NFC individuals when 
the EWOM product information changed from incongruent to congruent with their 
informational needs. As shown in Figure 4.2., under the incongruence condition, the 
perceived information diagnosticity for low- and high- NFC individuals were 4.34 and 
4.22 respectively; under the congruence condition, the information diagnosticity value 
increased to 4.89 for low-NFC individuals and 5.52 for high-NFC individuals (F=5.474, 


























Figure 4.2. The Interaction Effect between Need-information Congruence and NFC on 
DIAT 
 
                                                          
2 The ANOVA test used need-information congruence as a covariate. 
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However, the interaction effect between the deployment of information helpfulness 
indicator and NFC on perceived diagnosticity was not found, hence, hypothesis 9 was not 
supported.  
 
4.3.3.3. Testing the Effects on Informant Credibility 
To test the proposed effect of concentration of EWOM information provision history, 
informant status indicator, and NFC on the perception of informant credibility, an 
ANOVA test and a regression test were performed. As shown in Table 4.15, the results 
revealed significant main effect of the concentration of EWOM information provision 
history only. We proceeded to further explore the effects of these factors by performing 
detailed contrast analysis. The series of ANCOVA test results are presented in Table 4.16. 
Source 
Type III Sum 
of Squares df 
Mean 
Square F Sig. 
Corrected Model 12.909(a) 7 1.844 2.063 0.051
Intercept 2462.600 1 2462.600 2755.144 0.000
CNTR 15.028 1 15.028 11.291 0.001***
SI 0.341 1 0.341 0.382 0.537
NFC 1.088 1 1.088 1.217 0.272
CNTR * SI 1.050 1 1.050 1.174 0.280
CNTR * NFC 0.181 1 0.181 0.202 0.654
SI * NFC 0.090 1 0.090 0.101 0.751
CNTR * SI * NFC 2.014 1 2.014 2.254 0.135
R Squared  0.110  
Adjusted R Squared  0.091  
Notes:  NFC: Need for Cognition CNTR: Concentration of Information Provision 
 SI: Status indicator 
 * p<0.05, ** p<0.01, *** p<0.001 




An ANOVA3 test demonstrated the concentration of past information provision led to 
higher perceived informant credibility (mean=4.42) than did the non-concentration 
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Table 4.16. Summary of ANOVA Tests on CRED 
 
However, the EWOM informant’s status indicator had no significant influence on the 
perceived credibility, rendering Hypothesis 6 not supported. 
                                                          




Neither the interaction effect between the concentration of informant’s information 
provision history and the EWOMS users’ NFC nor the interaction effect between the 
deployment of informant status indicator and NFC on the perceived informant credibility 
was found. Hence, Hypotheses 8 and 10 were not supported. 
 
4.3.3.5. Further Analysis 
As previous studies suggested that perceived informant credibility possesses two 
dimensions, namely expertise and trustworthiness (O’Keefe 2002), we further explored if 
the dual-dimensionality of perceived credibility could provide additional insights 
regarding how EWOMS information users process EWOMS recommendations.  
 
We performed exploratory factor analysis again with only the six question items 
measuring perceived informant credibility (other question items for the constructs of 
diagnosticity, recommendation acceptance, and NFC were not included in the analysis). 
Two factors with eigenvalues greater than 1.0 emerged from the factor analysis with three 
items loading on expertise (EXPT) and three on trustworthiness (TRST). ANOVA tests 
demonstrated that the concentration of information provision history resulted in 
significantly different EXPT perception (3.71 vs 4.41, F=15.450, p<0.001) only whereas 
its effect on TRST was not significant (4.28 vs. 4.44, F=1.003, p=0.318). There was a 
high correlation between TRST and EXPT (r=0.606, p<0.001). We compared the effect of 
the relative effect of EXPT and TRST on the acceptance of EWOMS recommendation. 
Both EXPT and TRST affected recommendation acceptance individually (B=0.328, 
t=4.268, p<0.001 for EXPT vs. B=0.406, t=5.457, p=0.001). However, when both EXPT 
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and TRST were regressed on recommendation acceptance, only TRST was significant 
(B=0.130, t=1.39, p=0.166 for EXPT, B=0.327, t=3.51, p<0.001 for TRST). Therefore, it 
is evident that the effect of the concentration of information provision history on 
recommendation acceptance was achieved through its influence on the expertise 
dimension of informant credibility, which is in turn mediated by the trust dimension of 
informant credibility. 
 
The separation of expertise and trustworthiness dimensions of perceived credibility also 
helped surface the marginal moderation effect of NFC on the operation of informant 
status indicator. When the status indicator was absent, the perceived informant expertise 
was 4.31 for low-NFC individuals and 4.42 for high-NFC individuals. When the status 
was present, the value increased to 4.51 for low-NFC individuals but reduced to 3.92 for 































is that NFC did interact with informant status indicator to influence credibility. The 
finding shows that the effect of the status indicator on the perceived EWOM informant’s 
expertise was positive for low-NFC consumers and was negative for high-NFC 
consumers. 
 
Additionally, after decomposing perceived credibility into two constructs, i.e., informant 
expertise and informant trustworthiness, the negative main effect of NFC on informant 
expertise was found when EWOMS informant’s past information contribution changed 
from non-concentration to concentration. As depicted in Figure 4.4, high-NFC individuals 
indicated consistently low informant expertise than did the low-NFC individuals 
(F=4.179, p=0.043) in both EWOM information provision concentrated and non-


























Figure 4.4. The Main Effect of NFC on EXPT 
 
4.4.  Discussions 
4.4.1. Discussion of Findings 
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The present study is inspired by the recent development of EWOM phenomena 
(Dellarocas 2003). It makes a first attempt to explore the consumer’s decision making 
process when using EWOMS to search product experience information and seek other 
consumers’ advice. It formulates a research model by drawing on the accessibility-
diagnosticity model, the theories on informant-mediated communication, and the 
elaboration likelihood model. It identifies the critical roles of information diagnosticity 
concerning the product experience information provided by the EWOM and informant 
credibility pertinent to the information provider in influencing the consumer’s 
acceptance/rejection of the EWOMS recommendation. It also posits that the consumer 
will take either a central route to scrutinize and explore the product experience 
information and informant background or a peripheral route to rely on the signaling cues 
about the information and informant deployed by the EWOMS to derive the information 
and informant assessment. Whether the central or the peripheral route is followed is 
contingent on the consumer’s information processing disposition.  
 
Generally, the results confirm our propositions. The empirical findings suggest that when 
consumers use information and recommendations presented in EWOMS to make 
consumption decisions, the EWOM product information diagnosticity and EWOM 
informant credibility are salient factors that influence whether the information and 
recommendations will be accepted. To develop the information diagnosticity and 
informant credibility assessment, consumers engage in extensive information processing 
of the various communication elements in the EWOMS environment. However, 





4.4.1.1.  How Do EWOM Information Characteristics Affect EWOM 
Recommendation Acceptance? 
The results confirm the effect of the diagnosticity of EWOM product information on 
EWOM recommendation acceptance. The study indicates that consumers will assess 
whether EWOM information is diagnostic or not before they apply that information in 
their decisions. When consumers feel that the presented EWOM information is unable to 
help them accurately learn and evaluate the product, they will not accept the information 
and the product recommended. This finding is consistent with previous marketing studies 
(Kempt and Smith, 1998) and IS studies (Jiang and Benbasat 2005, Suh and Lee 2005), 
which suggest that diagnosticity assessment is an important cognitive operation that 
consumers engage in when processing communicated product information.  
 
The results further suggest that to derive EWOM information diagnosticity assessment 
consumers will utilize communication elements both central and peripheral to the 
communicated information. The EWOM information itself is an important source the 
consumer taps into to assess information diagnosticity. The consumer will relate the 
EWOM information to personal consumption needs to determine whether the information 
is diagnostic and useful for evaluating the product. EWOM information will not be 
counted on if it does not address the product attributes that the consumer is interested in.  
 
It is also observed that individuals who have a stronger disposition to process information 
cognitively tend to scrutinize EWOM information and compare it with personal needs 
more attentively than the individuals with a weaker disposition do. Consumers also 
actively use the system artifacts and cues to determine whether EWOM information is 
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diagnostic. When a piece of EWOM information is presented as diagnostic by EWOMS 
interventions, EWOM information users, regardless of their personal information 
processing disposition, will be subject to peer influence and tend to have a relatively high 
diagnoticity perception. 
 
However, the hypothesized interaction effect between the NFC and helpfulness indicator 
has not been validated. It was hypothesized that the deployment of EWOM helpfulness 
indicators would increase the perceived diagnosticity more for people with low NFC than 
for people with high NFC. We failed to detect significant evidence for the above 
proposition. The result suggests that EWOM helpfulness indicators were equally effective 
for people regardless of their cognitive elaboration disposition.  
 
We speculate the possible reason for this result is that although the helpfulness indicator 
affected diagnosticity equally for high-NFC individuals as well as for low-NFC 
individuals, different effects might occur. It is likely that low-NFC individuals took a 
peripheral route by utilizing the helpfulness indicators directly to form diagnosticity 
assessment. But for high-NFC individuals, the helpfulness indicators may be used as 
social confirmation to reduce cognitive dissonance. Researchers propose that a type of 
tension, termed as cognitive dissonance (Festinger 1956), may develop in a decision 
making process. In the context of EWOM, the high-NFC individuals may perceive the 
uncertainty in recommendation acceptance even though they make their decisions on the 
basis of the fit between the EWOMS information and their personal needs.  The tension 
between their uncertainty perception and their positive decision results in psychological 
dissonance. The individual hence would try to reduce the cognitive dissonance by 
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obtaining other people’s opinions and approval that confirm their decisions. Therefore the 
helpfulness indicator might be used as a social support to confirm the EWOM 
information user’s diagnosticity evaluation. Nevertheless, empirical studies are needed to 
validate the above speculation. 
 
4.4.1.2.  How Do EWOM Informant Characteristics Affect EWOM 
Recommendation Acceptance? 
The study identifies that EWOM informant’s credibility is another critical factor that will 
affect EWOM information and recommendation acceptance. In EWOMS, which contain 
limited informant background information and are open to anyone, informant’s credibility 
is an important concern for EWOMS information users. Recommendations from a more 
credible informant in EWOMS will more likely be accepted than those from a less 
credible informant. 
 
The results show that informant credibility possesses expertise and trustworthiness 
dimensions. The informant trustworthiness is a more direct and immediate predictor of 
EWOM recommendation acceptance than the informant expertise. The positive effect of 
informant expertise on EWOM recommendation acceptance is fully mediated by 
informant trustworthiness. The closer relationship between EWOM recommendation 
acceptance and informant trustworthiness is in line with many prior research findings that 
suggest trust is a central issue in e-commerce (Gefen et al. 2003, McKnight et al. 2002, 
Pavlou and Gefen 2004). It adds further evidence to the argument that to be successful, e-




EWOMS databases have the ability to store vast reviews, feedback, and posts submitted 
by consumers. This study suggests these reviews, feedback, and posts are important assets 
for EWOMS operators. The study results reveal that the EWOM information user will 
base on the EWOM informant’s information provision history to develop credibility 
assessment of the informant and factor the credibility assessment into consumption 
decision making. Specifically, if an informant has consistently provided EWOM 
information on a particular type of product, he/she will be perceived as an expert in the 
product domain. The expertise assessment will then translate into trustworthiness 
perception of the informant and eventually lead to high recommendation acceptance.  
 
The findings demonstrate that individuals’ information processing characteristics 
influence their evaluation of EWOM informants. Individuals who habitually process 
information more cognitively seem to be more cautious with the information presented by 
EWOMS. Regardless of the concentration of the information provision history, high-NFC 
individuals generally form relatively low evaluation of the informant’s expertise. The 
results show mixed effect of system mechanisms such as status indicators in facilitating 
credibility (expertise) assessment. The status indicator appeared to be effective for 
individuals who expended limited cognitive resources in information processing. 
However, the indicator led to backlash in credibility (expertise) assessment for 
individuals who tend to elaborate information more cognitively. The contrast in the effect 
of status indicators for people with different cognitive elaboration dispositions warrants 
further investigation of the underlying cognitive processes when people deal with status 
indicators. The observed effect of status indicators for low-NFC individuals is in line with 
ELM proposition. The plausible explanation of the unexpected backlash in the evaluation 
of the EWOM informant when the status indicator was deployed is that the indicator 
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might activate the high-NFC information users’ perception of a manipulative attempt 
from EWOMS. They might feel that the indicator was used to promote the product 
purposefully and manipulatively. As high-NFC individuals tend to be cautious, they 
showed negative reactions toward the perceived manipulative attempt. 
 
Our study failed to detect the interaction effect between NFC and past information 
provision history on credibility perception as well as on expertise and trustworthiness 
perception. We derived this interaction effect by conceptualizing the property of 
information history as a central element in EWOM communication, which is suggested to 
be more influential for individuals with high NFC than for those with low NFC in ELM. 
However, just as mentioned previously, we observed that the increase in the assessments 
of the EWOM informant when the past information history changed from non-
concentrated to concentrated was not significantly higher for individuals who were high 
in NFC than for individuals who were low in that respect. The plausible explanation of 
this finding is that other cognitive activities taking place in the individuals with high NFC 
might interfere with the effect of information provision history. For instance, high-NFC 
individuals might be more aware of the possibility of opportunistic behavior on the 
Internet and therefore were cautious when dealing with the EWOM informant. As such, 
high-NFC individuals generated moderate evaluation of the EWOM informant.  
 
Additionally, we did not observe the main effect of an informant’s status indicator on the 
evaluation of the informant, though the indicator was effective for subjects with low NFC 
when assessing the expertise of the informant. The finding might emerge because the 
status indicator was too peripheral for high-NFC individuals. They might totally neglect 
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the indicator in assessing the informant. The inability of the status indicator under the 
high-NFC condition offset its effect in the low-NFC condition, resulting in the 
insignificance of the status indicator’s main effect. 
 
4.4.2. Study Contributions and Implications 
4.4.2.1. Study Contributions 
The study makes substantial theoretical contributions in the following aspects. It fills the 
current knowledge void regarding the consumer’s processing and usage of EWOM 
information and recommendation.  The majority of current research on EWOM focuses 
on its effects on sales and trust in the online auction context (e.g., Ba and Pavlou 2003). 
We lack the knowledge about how consumers process EWOM information and 
recommendation in a more general product context. Motivated by the limitation in current 
EWOM research, this study advances our knowledge about EWOM by explicating the 
consumer’s underlying cognitive process when making consumption decision with 
experiential products in a EWOM environment. 
 
Meanwhile, the study enhances the WOM literature by contributing new insights of 
EWOM. EWOM is a special form of WOM and EWOMS possess features and 
mechanisms that are not easily observed or implemented in WOM context. For example, 
due to interactivity capability, EWOMS are able to obtain the consumers’ responses to 
EWOM information and provide them to new consumers. Also, EWOMS practitioners 
can more easily deploy some system artifacts to intervene consumers’ decision making.  
By including EWOM system artifacts and features in the research model, our study 
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reveals the unique operation mechanism of EWOM system interventions, which updates 
our general knowledge about WOM.  
 
There are also substantial specific contributions this study makes for theory and practices, 
which are discussed in the form of theoretical and practical implications in the next two 
sections. 
 
4.4.2.2. Theoretical Implications 
The present study extends accessibility-diagnosticity model, informant-mediated 
communication theory and elaboration likelihood model to EWOM research and validates 
their applicability. While these models and theories have been recently employed in IS 
research (Jiang and Benbasat 2005, Tam and Ho 2005), our study further attests to the 
genernalizability of marketing and psychological perspectives in IS domain.  
 
In addition to utilizing accessibility-diagnosticity model and informant-mediated 
communication theory, this study also enriches them by identifying new antecedents in 
the EWOM context that will help individuals develop information diagnosticity and 
informant credibility. Previous IS studies found that diagnosticity could be shaped by IT-
enhanced product presentation (Suh and Lee 2005, Jiang and Benbasat 2005) in a 
computer-mediated communication context. This study demonstrates that plain text-based 
product information presentation can also result in perceived diagnosticity variation. We 
also explicate that a EWOM informant’s information provision record, a type of 
information unique to EWOMS, is an important resource an individual taps to generate 
informant credibility assessment. Taken together, our study reveals that although 
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accessibility-diagnosticity model and informant-mediated communication theory are 
established perspectives, researchers need to localize these perspectives in the specific 
research context so as to deliver new insights.  
 
Another important implication of this study is that consumers are adaptive information 
processors who can creatively identify and utilize various new stimuli and integrate them 
with their existing mental models. Prior studies have shown informant credibility is 
critical in informant-mediated communication and hence individuals use tremendous 
information associated with the informant to develop credibility perception (Kang and 
Herr 2006). However, in EWOMS where social and personal cues are scarce, individuals 
can successfully adapt their credibility assessment process to the new communication 
environment and utilize the informant’s EWOM information provision history as a new 
input of their credibility assessment model. 
 
Drawing on the ELM, the study demonstrates the effect of EWOM information users’ 
personal characteristics on their usage of EWOM information and recommendations. 
Although it has been evident that the individual’s information processing ability has 
tremendous impacts on her attitude and behavior in a given communication context in 
marketing communication research, studies examining computer mediated 
communications have generally failed to take processing ability into consideration except 
for a very recent study by Tam and Ho (2005). The validated effect of NFC in present 
study suggests researchers should pay attention to personal information processing 
disposition and use it as an investigative factor to generate more accurate explanations of 




4.4.2.3. Practical Implications 
The findings from the study provide many implications to EMOWS designers and 
operators. The study shows that information and recommendations in EWOMS must 
address the EWOMS information seeker’s personal needs in order to be accepted. We 
envisage one possible approach that EWOMS operators can take to increase the fit 
between information presented and personal consumption needs, that is, they need to 
ensure that the product information submitted to EWOMS should cover product attributes 
as comprehensively as possible. To attain this objective, they can have a prior research of 
the products contained in their EWOMS to determine the important attributes of each 
product category from the perspective of the majority consumers. Then EWOMS can 
incorporate and implement some mechanisms to remind the information contributors of 
these attributes and instruct them to try to address every attribute in their product 
descriptions. Through this way, the probability of congruence between the product 
information in WWOMS and the information user’s need will increase tremendously. 
 
Consumers’ evaluations of the usefulness and helpfulness of EWOMS information are 
found to promote information and recommendation acceptance in this research. This 
suggests that EWOM designers should include a system mechanism that allows EWOMS 
users to provide feedback on the information and recommendation they have read and 
taken and present those feedbacks to new EWOMS users. We expect this mechanism will 
significantly facilitate consumer with decision making.  
 
This study also has some implications for general electronic recommendation agent 
practitioners. Recommendation agents, both human and electronic, have been widely 
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adopted in electronic commerce (Jiang and Benbasat 2005, Wang and Benbasat 2005).  
While it has been advocated that effective product information presentation is important 
to enhance consumers’ product learning and promote recommendation acceptance, our 
study highlights that the recommendation agent system also needs to communicate the 
agent’s characteristics adequately. Extending the findings of this study, the 
recommendation agent system could reveal the agent’s characteristics such as her 
expertise domain, the number of recommendations made in different product categories, 
and rate of successful recommendation to help the consumer decide whether to accept the 
recommendation confidently. 
  
The study also demonstrates that by using some peripheral cues, computer systems, 
including EWOMS, recommendation agent systems, and general electronic commerce 
systems, are able to shape consumers’ attitudes and decisions in a manipulated way. This 
finding suggests it is necessary to educate consumers and caution them against 
mindlessness in making decisions in electronic commerce environment. We also call for 
future study to investigate whether professional institutions should formulate and 
implement some guidelines to ensure ethical deployment of system cues so as to make 
electronic commerce environment less misleading and more beneficial to consumers. 
   
4.5. Conclusions 
4.5.1. Potential Limitations 
One limitation of this study is the use of student subjects, which is often criticized for 
lack of generalizability. We acknowledge that replicating this study with subjects from 
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other online consumer pools will strengthen the findings and increase the study’s external 
validity. 
 
There are possible threats to statistical conclusion validity in this study. Statistical 
conclusion validity is concerned with the question of “whether a presumed cause-and-
effect covary” (Cook andCampbell 1979). Threats to statistical conclusion cast doubts on 
whether it is reasonable to accept the predicted relationships, given a specified alpha level 
and the obtained variances. One possible threat to statistical conclusion validity in this 
study is sample size. We acknowledge the sample size of 319 could be somewhat small 
for a study with 16 treatments and one moderating factor. However, of the ten hypotheses 
proposed, six were supported and one was partially supported, we believe the sample size 
did not compromise the study severely. Nevertheless, replicating the study with bigger 
sample size is encouraged to enhance the statistical conclusion validity of the study. 
 
This study was carried out with an experimental EWOMS. Although the internal validity 
could be enhanced due to the control of various confounding factors in such a simplified 
environment, external validity of our conclusions should be strengthened with real 
EWOMS. 
 
4.5.2. Future Study Directions 
The study suggests a number of future research directions. First, to isolate other 
confounding effects, our study focuses on positive recommendations only. Given that 
EWOMS could be used to outlet dissatisfaction with a product, negative product 
information constitutes a significant proportion of EWOM information. It is hence 
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important to develop our knowledge about consumers’ decision-making when processing 
negative product information in EWOMS. 
 
We controlled the subject’s information processing motivation in this study. ELM posits 
NFC and information processing motivation are two factors that determine the extent to 
which a decision maker elaborates the communicated information. Future studies could 
examine the function of the other elaboration factor, the individual’s motivation, in the 
EWOMS recommendation acceptance study. We expect that its effects would be similar 
to those of NFC. 
 
Information processing model (McGuire 1968) and empirical studies (Tam and Ho 2005) 
both indicate that attention would lead to elaborations. This suggests that communication 
elements that intend to receive high-effort elaborations could be designed in certain ways 
to attract attentions. Therefore, an interesting research question would be whether the 
deployment of attention-capturing information technology artifacts could enhance 
elaboration and weaken the effects of peripheral cues when the consumer is under a low 
elaboration motivation and ability condition. 
 
Additionally, products tend to receive multiple reviews in EWOMS. It is a very common 
challenge for the information seeker to decide her weight formula for multiple pieces of 
information with different need-information-congruence properties and from difference 
informants with varying backgrounds. Researchers could explore how information users 




The present study observes that informant credibility is manifested along expertise and 
trustworthiness directions. While the antecedents of informant expertise have been 
identified in this study, we failed to capture the communication factors that would 
influence trustworthiness perception directly. Researchers could attempt to devise and 
identify some communication elements that would contribute to a EWOM informant’s 
trustworthiness. The new communication elements, if devised and identifies, could be 
deployed together with the elements that contribute to expertise assessment to deliver a 
more effective and informative EWOM communication. 
  
Future studies could also relax the study’s assumption that there is no social or virtual 
relationship between EWOM informants and EWOM information users and explore 
EWOM information and recommendation acceptance within a virtual social network. 
Indeed, initial attempts in this direction have been made recently (e.g., Dan-Gur and 
Rafaeli 2006). A possible direction that researchers could explore is what system 
mechanisms could be developed to form social ties between EWOM informants and 





Electronic word-of-mouth systems (EWOMS) are information systems that enable 
consumers to communicate their consumption information, generally referred to word-of-
mouth (WOM) information, through the electronic channels. These systems have been 
touted to be an effective mechanism to alleviate information asymmetry and opportunistic 
behaviors in electronic commerce and therefore have become an increasingly important 
supporting system of electronic commerce.  
 
This thesis contributes to the literature related to EWOMS and EWOM by examining two 
EWOM issues, namely consumers’ information contribution to EWOMS and consumers’ 
acceptance of EWOMS information for consumption decision making. Specifically, two 
research questions, “how consumer factors, EWOMS system factors, and their 
interactions affect consumers’ initiation of EWOM participation?” and “how consumer 
factors, EWOMS system factors, EWOM information and informant factors, and their 
interaction affect consumers’ EWOM information acceptance?” are answered in the 
thesis. Two empirical studies were carried out to find the answers to the above two 
questions. 
 
Theme 1 study answered the first research question. Conceptualizing that human behavior 
is guided by the goals that an individual pursues, theme 1 study integrated goal theories 
with WOM and EWOMS literature to identify what are the goals that could be associated 
with EWOM participation and investigate how these goals would function to influence a 




y The consumer’s personal information technology innovativeness has a 
positive relationship with his/her tendency to participate in EWOM when 
there is no intervention mechanism and the consumption memory is not 
accessible. 
y When EWOMS implements economic rewards to attract EWOM 
participation, the perceived attractiveness of the economic rewards and the 
expectancy of earning the economic rewards will determine the likelihood of 
the consumer’s EWOM participation. 
y When EWOMS implements virtual status incentives to attract EWOM 
participation, the perceived attractiveness of the distinctive virtual status will 
determine the likelihood of the consumer’s EWOM participation. 
y When EWOMS implements both economic rewards and virtual status 
incentive to attract EWOM participation, the perceived attractiveness of the 
economic rewards as well as the distinctive virtual status will determine the 
likelihood of the consumer’s EWOM participation. 
y When the consumer’s memory of a satisfactory consumption experience is 
activated, the perceived attractiveness of reciprocating a satisfactory product 
will determine the likelihood of the consumer’s EWOM participation. 
y When the consumer’s memory of an unsatisfactory consumption experience is 
activated, the perceived ability of EWOMS to influence other consumers’ 
purchase decisions will determine the likelihood of the consumer’s EWOM 
participation. 
 
Theme 2 study answered the second research question. Conceptualizing the consumer’s 
acceptance of EWOMS information as a persuasive communication episode whereby the 
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EWOMS attempt to influence the consumer’s attitude toward and decision with a 
product, theme 2 study developed research model by drawing on several important 
theories and perspectives in persuasive communication literature. These theories and 
perspectives include accessibility-diagnosticity model, communication informant 
credibility theories, and the elaboration likelihood model. The major findings from theme 
2 study include, 
y The perceived diagnosticity of EWOM information will positively influence 
the acceptance of EWOM recommendations. 
y The perceived credibility of EWOM informant will positively influence the 
acceptance of EWOM recommendations. The perceive credibility has two 
dimensions, namely informant expertise and informant trustworthiness. 
y Whether the EWOM information can address the EWOM information users’ 
personal needs will affect the perceived EWOM information diagnosticity. 
This relationship is stronger for individuals who habitually scrutinize available 
information more effortfully and attentively during a communication process. 
y Whether the EWOM informant has a concentrated information contribution on 
a particular product category will affect the perceived EWOM informant 
expertise for that category of product, which in turn influences the perceived 
trustworthiness and the overall credibility. 
y The information helpfulness indicator implemented in EWOMS will heighten 
the consumer’s perceived information diagnosticity. 
y The informant’s status indicator implemented in EWOM will only heighten 
the perceive informant expertise among consumers who habitually expend less 




Taken together, the studies presented in this thesis enable us to develop a more complete 
picture of EWOM phenomena. Theme 1 study clearly demonstrates the mechanisms that 
EWOMS practitioners can develop and deploy to attract information contribution to 
EWOM. Theme 2 study shows what factors EWOMS practitioners could look into to 
achieve a better usage and acceptance of EWOMS information as well as a higher 
adoption of EWOMS. Overall, the findings in the two studies provide substantial 




Alsop, R. “Study of Olympic Ads Casts Doubts on Value of Campaigns,” Wall Street 
Journal, 6, December, 1984. 
Ajzen, I. “From Intention to Action: A Theory of Planned Behavior,” In Kuhl, J. and 
Beckmann, J. (eds.) Action Control: From Cognition to Behavior, Springer 
Verlag, New York, pp.11-39. 
Ajzen, I. “The Theory of Planned Behavior,” Organizational Behavior and Human 
Decision Processes, 50, pp. 179-211. 
Andrews, J. C. and Shimp, T. A. “Effects of Involvement, Argument Strength, and 
Source Characteristics on Central and Peripheral Processing of Advertising,” 
Psychology and Marketing, 7, 1990, pp. 195-214. 
Asch, S. E. Opinions and Social Pressure. In A. P. Hare, E. F. Borgatta and R. F. Bales 
(eds.), Small groups: Studies in Social Interaction, New York: Alfred A. Knopf, 
1966, pp. 318-324. 
Austin, J. T. and Vancouver, J. B. “Goal Construct in Psychology: Structure, Process, and 
Content,” Psychological Bulletin, 120, 3, 1996, pp. 338-375. 
Avery, C., Resnick, P. and Zeckhauser, R. “The Market for Evaluations,” The American 
Economic Review, June, 1999, pp. 564-584. 
Ba, S and Pavlou, P. A. “Evidence of the Effects of Trust Building Technology in 
Electronic Markets: Price Premiums and Buyer Behavior,” MIS Quarterly, 26, 3, 
2002, pp. 243-268. 
Bailey, A. A. “Thiscompanysucks.com: the Use of the Internet in Negative Consumer-to-
consumer Articulations,” Journal of Marketing Communication, 10, 2004, pp. 
169-182. 
Bantz, C. R. “Exploring Uses and Gratifications: A Comparison of Reported Uses of 
Television and Reported Uses of Favorite Program Type,” Communication 
Research, 9, 3, 1982, pp. 352-379. 
Bargh, J. A. “Automaticity in Social Psychology,” in E. T. Higgins and A. W. Kruglanski 
(Eds.) Social Psychology: Handbook of Basic Principles, New York, 1997, pp. 
169-183. 
Bargh, J. A., Chaiken, S., Govender, R. and Pratto, F. “The Generality of the Automatic 
Attitude Activation Effect,” Journal of Personality and Social Psychology, 62, 
1992, pp. 893-912. 
  
 155
Bargh, J. A., Chaiken, S., Raymond, P., and Hymes, C. “The Automatic Evaluation 
Effect: Unconditionally Automatic Attitude Activation with a Pronunciation 
Task,” Journal of Experimental Social Psychology, 32, 1996, pp. 104-128. 
Bargh, J. A. and Chartrand, T. L. “The Unbearable Automaticity of Being,” American 
Psychologist, 54, 7, 1999, pp. 462-479. 
Bargh, J. A., Gollwitzer, P. M., Lee-Chai, A., Barndollar, K., and Trotschel, R. “The 
Automated Will: Nonconscious Activation and Pursuit of Behavior Goals,” 
Journal of Personality and Social Psychology, 81, 6, 2001, pp. 1014-1027. 
Bargh, J. A. and Thein, R. D. “Individual Construct Accessibility, Person Memory and 
the Recall-judgment Link: The Case of Information Overload,” Journal of 
Personality and Social Psychology, 49, 1985, pp.1129-1146. 
Bearden, W. O. and Etzel, M. J. “Reference Group Influence on Product and Brand 
Purchase Decisions,” Journal of Consumer Research, 9, September, 1982, pp. 
183-194. 
Bearden, W. O., Netemeyer, R. G. and Teel, J. E. “Measurement of Consumer 
Susceptibility to Interpersonal Influence,” Journal of Consumer Research, 15, 
March, pp. 473-481. 
Benson, B. “The Sontaneous Evolution of Commercial Law,” Southern Economic 
Journal, 55, 1989, pp. 644-661. 
Butler, B., Sproull, L., Kiesler, S. and Kraut, R. “Community Effort in Online Groups: 
Who Does the Work and Why?” in S. Weisband and L. Atwater (Eds.) Leadership 
at a Distance, http://opensource.mit.edu/papers/butler.pdf 
Buunk, B. P. and Nauta, A. “Why Intraindividual Needs Are Not Enough: Human 
Motivation is Primarily Social,” Psychological Inquiry, 11, 4, 2000, pp. 279-283. 
Cacioppo, J. T. and Petty, R. E. “The Need for Cognition,” Journal of Personality and 
Social Psychology, 42, 1982, pp. 116–130. 
Cacioppo, J. T., Petty, R. E. and Morris, K. “Effects of Need for Cognition on Message 
Evaluation, Recall, and Persuasion,” Journal of Personality and Social 
Psychology, 45, 4, 1983, pp. 805–818. 
Campbell, D. T. and Fiske, D. W. “Convergent and Discriminant Validation by the 




Chan, K. K. and Misra, S. “Characteristics of the Opinion Leader: A New Dimension,” 
Journal of Advertising, 19, 3, 1990, pp. 53-60. 
Childers, T. L. “Assessment of the Psychometric Properties of an Opinion Leadership 
Scale,” Journal of Marketing Research, 23, May, 1986, pp. 184-188. 
Cialdini, R. Influence: Science and practice (3rd edn), New York: HarperCollins, 1993. 
Clemons, E. K., Gao, G. G., and Hitt, L. M. “When Online Reviews Meet 
Hyperdifferentation: A Study of the Craft Beer Industry,” Journal of Management 
Information Systems, 23, 2, 2006, pp. 149-171. 
Cohen, A. R., Stotland, E. and Wolfe, D. M. “An Experimental Investigation of Need for 
Cognition,” Journal of Abnormal and Social Psychology, 51, 1955, pp. 291–294. 
Coleman, J., Katz, E., and Menzel, H. “The Diffusion of an Innovation among 
Physicians,” Sociometry, 20, 1957, pp. 253-270.  
Computer Industry Almanac Inc. “Worldwide Internet Users Top 1 Billion in 2005,” 
January 4, 2006, http://www.c-i-a.com/pr0106.htm. 
Cook, M. and Campbell, D. T. Quasi-Experimentation: Design and Analysis Issues for 
Field Settings, Boston, MA, Houghton Mifflin, 1979. 
Dan-Gur, Y. and Rafaeli, S. “’Friends Group’ in Recommender Systems: Effects of User 
Involvement in the Formation of Recommending Group,” in Proceedings of 
Twenty-Seventh International Conference on Information Systems, pp. 1357-1382, 
Milwaukee, WI, US, 10-13 Dec, 2007. 
Deci, E. L. and Ryan, R. M. “The ‘What’ and ‘Why’ of Goal Pursuits: Human Needs and 
the Self-Determination of Behavior,” Psychological Inquiry, 11, 4, 2000, pp. 227-
268. 
Dellarocas, C. “The Digitization of Word-of-Mouth: Promise and Challenges of Online 
Reputation Mechanisms,” Management Science, 49, 10, 2003, pp. 1407-1424. 
Dellarocas, C. “Strategic Manipulation of Internet Opinion Forums: Implications for 
Consumers and Firms,” Working Paper, August 2004, accessible at 
http://ccs.mit.edu/dell/papers/onlineopinionforums.pdf 
Dellarocas, C., Fan, M. and Wood, C. A. “Self-interest, Reciprocity, and Participation in 
Online Reputation Systems,” Working Paper, Massachusetts Institute of 
Technology, 2004. 
Dichter, E. A. “How Word of Mouth Advertising Works,” Harvard Business Review, 44, 
November-December, 1966, pp. 147-57. 
  
 157
Dijksterhuis, A., Smith, P. K., van Baaren, R. B., and Wigboldus, D. H. J. “The 
Unconscious Consumer: Effects of Environment on Consumer Behavior,” Journal 
of Consumer Psychology, 15, 3, 2005, pp. 193-202. 
Dimbleby, R. and Burton, G. More than Words: An Introduction to Communication. 
London: Routledge, 1992. 
Dolan, R. J. “Emotion, Cognition, and Behavior,” Science, 298, 8, 2002, pp. 1191-1194. 
DoubleClick, DoubleClick’s Touchpoints II: The Changing Purchase Process, March 
2004. 
Eagly, A. H., Wood, W., and Chaiken, S. “Causal Inferences about Communicators and 
Their Effect on Opinion Change,” Journal of Personality and Social Psychology, 
36, 1978, pp. 424-435. 
Eighmey, J. and McCord, L. “Adding Value in the Information Age: Uses and 
Gratifications of Sites on the World Wide Web,” Journal of Business Research, 
41, 1998, pp. 187-194. 
Eisenberger, R., Lynch, P., Aselage, J. and Rohdieck, S. “Who Takes the Most Revenge: 
Individual Differences in Negative Reciprocity Norm Endorsement,” Personality 
and Social Psychology Bulletin, 30, 6, 2004, pp. 787-799. 
Engel, F. F., Blackwell, R. D., and Miniard, P. W. Consumer Behavior, 8th ed., 1993, Fort 
Worth: Dryden Press. 
Fazio, R. H., Samnbonmatsu, D. M., Powell, M. C., and Kardes, F. R. “On the Automatic 
Activation of Attitudes,” Journal of Personality and Social Psychology, 1986, 50, 
pp. 229-238. 
Feldman, J. M. and Lynch, Jr. J. G. “Self-generated Validity and Other Effects of 
Measurement on Belief, Attitude, Intention, and Behavior,” Journal of Applied 
Psychology, 73, 3, 1988, pp. 421-435. 
Fletcher, G. J. O., Danilovis, P., Fernandez, G., Peterson, D., and Reeder, G. D. 
“Attributional Complexity: An Individual Difference Measure,” Journal of 
Personality and Social Psychology, 51, 4, 1986, pp. 875–884. 
Flynn, L. R., Goldsmith, R. E. and Eastman, J. K. “Opinion Leaders and Opinion Seekers: 
Two New Measurement Scales,” Journal of the Academy of Marketing Science, 
1996, 24, 2, pp. 137-147. 
Ford, M. E. Motivating Humans: Goals, Emotions, and Personal Agency Beliefs. 
Hillsdale, NJ: Erlbaum, 1992. 
  
 158
Forgas, J. P., Williams, K. D. and Laham, S. M. “Social Motivation: Introduction and 
Overview,” in Forgas, J. P., Williams, K. D. and Laham, S. M. (eds) Social 
Motivation: Conscious and Unconscious Processes, Cambridge, UK: Cambridge 
University Press, pp. 1-17. 
Fornell, C., and Larcker, D.F. “Structural Equation Models with Unobservable Variables 
and Measurement Error: Algebra and Statistics,” Journal of Marketing Research 
(18), 1981, pp. 382-388. 
Fiske , S. T. and Taylor, S. E. (1991) Social Cognition, 2nd ed., McGraw-Hill, New York. 
Frey, B. S. and Jegen, R. “Motivation Crowding Theory: A Survey of Empirical 
Evidence,” Journal of Economic Surveys, 15, 5, 2001, pp. 589-611. 
Ganzach Y “Inconsistency and Uncertainty in Multi-attribute Judgment of Human 
Performance,” Journal of Behavioral Decision Making, 7, 1994, pp. 193-211. 
Gershoff, A. D., Broniarczyk, S. M., and West, P. M. “Recommendation or Evaluation? 
Task Sensitivity in Information Source Selection,” Journal of Consumer 
Research, 28, Dec, 2001, pp. 418-438. 
Gershoff, A. D., Mukherjee, A. and Mukhopadhyay, A. “Consumer Acceptance of Online 
Agent Advice: Extremity and Positivity Effects,” Journal of Consumer 
Psychology, 13, 1&2, 2003, pp. 161-170. 
Gist, M. E. and Mitchell, R. R. “Self-efficacy: A Theoretical Analysis of its Determinants 
and Malleability,” Academy of Management Review, 17, 1992, 183-211. 
Godes, D. B. and Mayzlin, D. "Using Online Conversations to Study Word of Mouth 
Communication," Marketing Science, 23, 4, 2004, pp. 545-560. 
Greif, A. “Contract Enforceablility and Economic Institutions in Early Trade: The 
Maghribi Traders’ Coalition,” American Economic Review, 83, 1993, pp. 525-
548. 
Grewal, D., Gotlieb, J. and Marmorstein, H. “The Moderating Effects of Message 
Framing and Source Credibility on the Price-perceived Risk Relationship,” 
Journal of Consumer Research, 21, June, 1994, pp. 145-153. 
Guernsey, L. “Suddenly, Everybody’s an Expert on Everything,” The New York Times, 
February 3, 2000. 
Hair, J. F., Anderson, R. E., Tatham, R. L., and Black, W. C. Multivariate Data Analysis, 
Prentice Hall, 1998. 
Harackiewicz J. M., Durik, A. M. and Barron, K. E. “Multiple Goals, Optimal 
Motivation, and the Development of Interest,” in Forgas, J. P., Williams, K. D. 
  
 159
and Laham, S. M. (eds) Social Motivation: Conscious and Unconscious 
Processes, Cambridge, UK: Cambridge University Press. 
Harrison-Walker, L. J. “The Measurement of Word-of-mouth Communication and an 
Investigation of Service Quality and Customer Commitment as Potential 
Antecedents,” Journal of Service Research, 4, 1, 2001, pp. 60-75. 
Haugtvedt, C., Petty, R. and Cacioppo, R. “Need for Cognition and Advertising: 
Understanding the Role of Personality Variables in Consumer Behavior,” Journal 
of Consumer Psychology, 1, 3, 1992, pp. 239–260. 
Hennig-Thurau, T., Gwinner, K. P., Walsh, G. and Gremler, D. D. “Electronic Word-of-
Mouth via Consumer-opinion Platforms: What Motivates Consumers to Articulate 
Themselves on the Internet?” Journal of Interactive Marketing, 18, 1, 2004, pp. 
38-52. 
Herr, P. M., Kardes, F. R. and Kim, J. “Effects of Word-of-Mouth and Product-Attribute 
Information on Persuasion: An Accessibility-Diagnosticity Perspective,” Journal 
of Consumer Research, 17, 4, 1991, pp. 454-462. 
Hu, N., Pavlou, P. A. and Zhang, J. "Can Online Word-of-Mouth Communication Reveal 
Product Quality? Experimental Insights, Econometric Results, and Analytical 
Modeling,” Working Paper, Singapore Management University, 2006. 
Janiszewski, C. and van Osselaer, S. M. J. “Behavior Activation Is Not Enough,” Journal 
of Consumer Psychology, 2005, 15, 3, pp. 218-224. 
Jiang Z. and Benbasat, I.”Virtual Product Experience: Effects of Visual and Functional 
Control of Products on Perceived Diagnosticity and Flow in Electronic 
Shopping,” Journal of Management Information Systems, 21, 3, 2005, pp. 111-
147. 
Jin, Y., Bloch, P. and Cameron, G. T. “A Comparative Study: Does the Word-of-mouth 
Communications and Opinion Leadership Model Fit Epinions on the Internet?” 
Proceedings of the Hawaii International Conference on Social Sciences, Hawaii, 
U. S. A, 2002. 
Kang, Y. S. and Herr, P. M. “Beauty and the Beholder: Toward an Integrative Model of 
Communication Source Effects,” Journal of Consumer Research, 33, June, pp. 
123-130. 
Katz, E. and Lazarsfeld, P. F. Personal Influence. Glencoe, IL: Free Press, 1955. 
  
 160
Katz, E. “The Social Itinery of Technical Changes: Two Studies in the Diffusion of 
Innovation,” Human Organization, 20, 1961, pp. 70-82. 
Katz, E. and Lazarsfel, P. F. Personal Influence, Glencoe, IL: Free Press, 1955. 
Kempf, D. S. and Smith, R. E. “Consumer Processing of Product Trial and the Influence 
of Prior Advertising: A Structural Modeling Approach,” Journal of Marketing 
Research, 35, 3, 1998, pp. 325-337. 
King, C. W. and Summers, J. O. “Overlap of Opinion Leadership Across Consumer 
Product Categories,” Journal of Marketing Research, 7, February, 1970, pp. 43-
50. 
Kirton, M. “Adaptors and Innovators: A Description and Measure,” Journal of Applied 
Psychology, 61, 5, 1976, pp. 622-629. 
Klein, D. Reputation: Studies in the Voluntary Elicitation of Good Conduct, University of 
Michigan Press, Ann Arbor, MI. 1997. 
Kruglanski, A. W. “Goals as Knowledge Structures, ” In P. M. Gollwitzer & J. A. Bargh 
(Eds.) The Psychology of Action: Linking Cognition and Motivation to Behavior, 
1996, New York: Guilford Press. pp. 599-619. 
Laczniak, R. N., DeCarlo, T. E., and Ramaswami, S. “Consumers’ Responses to Negative 
Word-of-Mouth Communication: An Attribution Theory Perspective,” Journal of 
Consumer Psychology, 11, 1, 2001, pp. 57-73. 
Larsen, V., Wright, N. D., and Hergert, T. R. “Advertising Montage: Two Theoretical 
Perspectives,” Psychology of Marketing, 21, 1, 2004, pp. 1–15. 
Lazarsfeld, R. E., Berelson, B., and Gaudet, H., The People's Choice: How the Voter 
Makes up His Mind in a Presidential Campaign. New York: Duell, Sloan and 
Pearce, 1944. 
Lepper, M. R., Corpus, J. H., Iyengar, S. S. “Intrinsic and Extrinsic Motivational 
Orientations in the Classroom: Age Differences and Academic Correlates,” 
Journal of Educational Psychology, 97, 2, 2005, pp. 184-196. 
Livingston, J. A. “How Valuable is a Good Reputation? A Sample Selection Model of 
Internet Auctions,” The Review of Economics and Statistics, 87, 3, 2005, pp. 453-
465. 
Luo, X. “Uses and Gratifications Theory and E-Consumer Behaviors: A Structural 
Equation Modeling Study,” Journal of Interactive Advertising, 2, 2, 2002, 
Malone, T. W. “What Makes Computer Games Fun?” Byte, 6, 12, 1981, pp. 258-277. 
  
 161
Mangold, W. G., Miller, F., and Brockway, G. R. “Word-of-mouth Communication in the 
Service Marketplace,” Journal of Services Marketing, 13, 1999, pp. 73-89. 
McClelland, D. Human Motivation, New York: Cambridge University Press, 1987. 
McKnight, D.H., Choudhury, V., and Kacmar, C. "Developing and Validating Trust 
Measures for E-Commerce: An Integrative Typology," Information Systems 
Research, 13, 3, 2002, pp 334-359. 
Mento, A., Steel, R. P. and Karren, R. J. “A Meta-analytic Study of the Effects of Goal-
setting on Task Performance: 1966-1984,” Organizational Behavior and Human 
Decision Process, 39, 1987, pp. 52-83. 
Milgrom, P., North, D., and Weingast, B. “The Role of Institutions in the Revival of 
Trade: The Law Merchant, Private Judges, and the Champagne Fairs,” Economics 
and Politics, 2, 1, 1990, pp. 1-23. 
Miller, M. M. and Reese, S. D. “Media Dependency as Interaction: Effects of Exposure 
and Reliance on Political Activity and Efficacy,” Communication Research, 1982, 
9, pp. 227-248. 
Miller, N., Resnick, P., and Zeckhauser. R. “Eliciting Informative Feedback: The Peer 
Prediction Method,” Management Science, 51, 9, 2005, pp. 1359-1373. 
Murphy, G. L. and Wright, J. C. “Changes in Conceptual Structure with Expertise: 
Differences between Real-World Experts and Novices,” Journal of Experimental 
Psychology: Learning, Memory, and Cognition, 10, 1, 1984, pp. 144-155. 
Neter J., Wasserman W., and Kutner M. Applied Linear Regression Models, Boston, MA: 
Richard D. Irwin, 1989. 
Newman, J. W. and Werbel, R. A. “Multivariate Analysis of Brand Loyalty for Major 
Household Appliances,” Journal of Marketing Research, 10, 1973, pp. 404-409. 
Ohanian, R. "Construction and Validation of a Scale to Measure Celebrity Endorsers’ 
Perceived Expertise, Trustworthiness, and Attractiveness," Journal of Advertising, 
19, 3, 1990, pp.39-53.  
O’Keefe, D. J. Persuasion: Theory and Research, 2nd Ed, Sage Publications, Thousand 
Oaks, California, 2002. 
Ouellette, J. A. and Wood, W. “Habit and Intention in Everyday Life: The Multiple 
Processes by which Past Behavior Predicts Future Behavior,” Psychological 
Bulletin, 124, 1998, pp. 54-74. 
Palmgreen, P. “Uses and Gratifications: A Theoretical Perspective,” in R. N. Bostrom 
(ed.) Communication Yearbook 8, 1984, Beverly Hills, Calif: Sage, pp. 20-55. 
  
 162
Pavlou, P. A.  and Dimoka, A. "The Nature and Role of Feedback Text Comments in 
Online Marketplaces: Implications for Trust Building, Price Premiums, and Seller 
Differentiation," Information Systems Research,  17, 4, 2006, pp. 391-412. 
Pavlou, P. A. and Gefen, D. "Building Effective Online Marketplaces with Institution-
Based Trust," Information Systems Research, 15, 1, 2004, pp. 37-59.  
Petty, R. E. and Cacioppo, J. T. Communication and Persuasion: Central and Peripheral 
Routes to Attitude Change, New York: Springer-Verlag, 1986. 
Powers, W. T. Behavior: The Control of Perception, Chicago: Aldine, 1973. 
Price, L. L., Feick, L. F. and Higie, R. A. “Preference Heterogeneity and Coorientation as 
Determinants of Perceived Informational Influence,” Journal of Business 
Research, 19, November, 1989, pp. 227-242. 
Rafaeli, S. and LaRose, R. J. “Electronic Bulletin Boards and ‘Public Goods” 
Explanations of Collaborative Mass Media,” Communication Research, 20, 2, 
1993, pp. 277-297. 
Raymond, E. The Cathedral and the Bazaar: Musings on Linux and Open Source by an 
Accidental Revolutionary, Revised Ed. Boston, MA: O’Reilly & Associates. 
Resnick, P., Zeckhauser, R., Friedman, E., and Kuwabara, K. “Reputation Systems,” 
Communications of the ACM, 43, 12, 2000, pp. 45-48. 
Resnick, P., Zeckhauser, R., Swanson, J., and Lockwood, K. “The Value of Reputation on 
eBay: A Controlled Experiemtn,” Experimental Economics, (forthcoming), 2006 
Revelle, W. “Individual Differences in Personality and Motivation: ‘Non-cognitive’ 
Determinants of Cognitive Performance,” in Baddeley, A. and Weiskrantz, L. 
(Eds) Attention: Selection, Awareness and Control: A Tribute to Donald 
Broadbent. Oxford: Oxford University Press, pp. 346-373, 1993. 
Riller, C. “Everyone Is a Critic in Cyberspace,” Los Angeles Times, December 3, 1999. 
Roberts, J., Hann, I-H, and Slaughter, S. “Understanding the Motivations, Participation 
and Performance of Open Source Software Developers: A Longitudinal Study of 
the Apache Projects,” 2004, Working Paper, Carnegie Mellon University. 
Roehm, M. L. and Sternthal, B.  “The Moderating Effect of Knowledge and Resources on 
the Persuasive Impact of Analogies,” Journal of Consumer Research, 28, 2, 2001, 
pp. 257–272. 
Rook, D. W. and Fisher, R. J. “Normative influences on Compulsive Buying Behavior,” 
Journal of Consumer Research, 22, 1995, pp. 305-313. 
  
 163
Rubin, A. M. “Media Uses and Effects: A Uses-and-Gratifications Perspective,” in J. 
Bryant and D. Zillmann (eds) Media Effects: Advances in Theory and Research, 
1994, Hillsdale, NJ: Lawrence Erlbaum Associates, pp. 417-436. 
Ruesch, J. “Technology and Social Communication,” in Thayer, L. (ed.) Communication 
Theory and Research, Springfield, Ill.: Thomas, 1967. 
Schau, H. J. and Gilly, M. C. “We are What We Post? Self-Presentation in Personal Web 
Space,” Journal of Consumer Research, 30, December, 2003, pp. 385-404. 
Schiffman, L. G. and Kanuk, L. L Consumer Behavior, 7th ed, Upper Saddle River, NJ: 
Prentice-Hall, Inc, 2000. 
Schindler, R.M. and Bickart, B. “Published Word of Mouth: Referable, Consumer-
Generated Information on the Internet,” in C.P. Haugtvedt, K.A. Machleit, and 
R.F. Yalch (eds.) Online Consumer Psychology: Understanding and Influencing 
Consumer Behavior in the Virtual World,  Hillsdale, NJ: Lawrence Erlbaum 
Associates, pp. 35-61, 2005. 
Sheth, J. N. “Word-of-mouth in Low-risk Innovations,” Journal of Advertising Research 
11, 1971, pp. 15-18.  
Shiv, B., Edell Britton, J. A. and Payne, J. W. “Does Elaboration Increase or Decrease the 
Effectiveness of Negatively versus Positively Framed Messages?” Journal of 
Consumer Research, 31, 1, 2004, pp. 199-208. 
Silk, A.J. “Overlap among Self-designated Opinion Leaders: A study of Selected Dental 
Products and Services,” Journal of Marketing Research, 3, 1966, pp. 255-259. 
Soderlund M. “Customer Satisfaction and its Consequences on Customer Behaviour 
Revisited: The Impact of Different Levels of Satisfaction on Word-of-mouth, 
Feedback to the supplier and Loyalty,” International Journal of Service Industry 
Management, 9, 2, 1998, pp. 169-188. 
Stanton, J. L. and Lowenhar, J. A. “a Congruence Model of Brand Preference: A 
Theoretical and Empirical Study,” Journal of Marketing Research, 11, Nov, 1974, 
pp. 427-433. 
Stewart, K. J. “Trust Transfer on the World Wide Web,” Organization Science (14:1), 
2003, pp 5-17. 
Suh, K. S. and Lee, Y. E. “The Effects of Virtual Reality on Consumer Learning: an 
Empirical Investigation,” MIS Quarterly, 29, 4, 2005, pp. 673-697. 
  
 164
Sundaram, D. S., Mitra, K., and Webster, C. “Word-of-Mouth Communications: A 
Motivational Analysis,” Advances in Consumer Research, 25, 1, 1998, pp. 527-
531. 
Swaminathan, V. “The Impact of Recommendation Agents on Consumer Evaluation and 
Choice: the Moderating Role of Category Risk, Product Complexity, and 
Consumer Knowledge,” Journal of Consumer Psychology, 13, 1&2, 2003, pp. 93-
101. 
Tam, K. Y. and Ho, S. Y. “Web Personalization as a Persuasion Strategy: An Elaboration 
Likelihood Model Perspective,” Information Systems Research, 16, 3, 2005, pp. 
271-291. 
Tubbs, M. E. “Goal-setting: A Review of the Meta-analytic Evidence,” Journal of 
Applied Psychology, 71, 1986, pp- 474-483. 
Tubbs, S. L. and Moss, S. Human Communication, 8th ed, McGraw-Hill, 2000. 
Van Der Heijden, H. “User Acceptance of Hedonic Information Systems,” MIS 
Quarterly, 28, 4, 2004, pp. 695-704. 
Vallerand, R. J “Toward a Hierarchical Model of Intrinsic and Extrinsic Motivation,” 
Advances in Experimental Social Psychology, 29, 1997, pp. 271-360. 
Venkatraman, N. “Strategic Orientation of Business Enterprises: the Construct, 
Dimensionality, and Measurement,” Management Science, 35, 8, 1989, pp. 942–
962 
Verplanken, B. “Need for Cognition and External Information Search: Responses to Time 
Pressure during Decision-making,” Journal of Research in Personality, 27, 
September, 1993, pp. 238–252. 
Wang, W. and Benbasat, I. "Trust in and Adoption of Online Recommendation Agents," 
Journal of the Association for Information Systems, 6, 3, 2005, pp. 72-101. 
Webster, J. and Martochhio, J. J. “Microcomputer Playfulness: Development of a 
Measure with Workplace Implications,” MIS Quarterly, 16, 2, 1992, pp. 201-226. 
Weinberger, J. and McClelland, D. C. “Cognitive versus Traditional Motivational 
Models: Irreconcilable or Complementary?” In E. T. Higgins and R. M Sorrentino 
(Eds.) Handbook of Motivation and Cognition, Volume 2, pp. 562-597. New 
York: Guilford Press. 
  
 165
West, P. M. and Broniarczyk, S. M. “Integrating Multiple Opinions: The Role of 
Aspiration Level on Consumer Response to Critic Consensus,” Journal of 
Consumer Research, 25, June, 1998, pp. 38-51. 
Westbrook, R. A. “Product/Consumption-Based Affective Responses and Postpurchase 
Process,” Journal of Marketing Research, 24, August, 1987, pp. 258-70. 
White, T. B. “Consumer Trust and Advice Acceptance: The Moderating Roles of 
Benevolence, Expertise, and Negative Emotions.” Journal of Consumer 
Psychology, 15, 2, 2005, pp. 141-148. 
Whyte, William H., Jr. “The Web of Word of Mouth,” Fortune Vol. 50, 1954. 
Wofford, J. C., Goodwin, V. L., and Premack, S. “Meta-analysis of the Antecedents of 
Personal Goal Level and of the Antecedents and Consequences of Goal 
Commitment, Journal of Management, 18, 1992, pp. 595-615. 
Wojnicki, A. C. and Godes, D. B. “Word-of-mouth and the Self-concept: the Effects of 
Satisfaction and Subjective Expertise on Inter-consumer Communication,” 
Working Paper, 2004, Harvard University. 
Wood, W., Quinn, J. M. and Kashy, D. A. “Habits in Everyday Life: Thought, Emotion, 
and Action,” Journal of Personality and Social Psychology, 83, 6, 2002, pp. 1281- 
1297. 
Zinkhan, G. M., Kwak, H., Morrison, M. and Peters, C. O. “Web-based Chatting: 
Consumer Communication in Cyberspace,” Journal of Consumer Psychology, 13, 










 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
LIK1 8.40 9.012 0.842 0.902 
LIK2 7.80 7.459 0.830 0.925 
LIK3 8.43 8.723 0.902 0.857 
 
  
 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
ICD1 14.14 13.067 0.621 0.762 
ICD2 14.29 10.916 0.751 0.691 
ICD3 14.17 10.852 0.770 0.682 
ICD4 15.51 12.669 0.408 0.871 
 
  
 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
INN1 13.46 17.844 0.861 0.885 
INN2 13.86 16.773 0.768 0.917 
INN3 13.57 17.546 0.845 0.888 
INN4 13.71 17.092 0.811 0.899 
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Item Deleted 






Alpha if Item 
Deleted 
OPL1 12.94 12.526 0.696 0.814 
OPL2 13.11 13.634 0.841 0.763 
OPL3 13.57 14.723 0.458 0.917 










 Scale Mean if 
Item Deleted 






Alpha if Item 
Deleted 
LIK1 8.19 6.987 0.900 0.908 
LIK2 8.26 7.125 0.887 0.917 
LIK3 8.45 6.888 0.867 0.933 
 
  
 Scale Mean if 
Item Deleted 






Alpha if Item 
Deleted 
AEC1 14.86 12.174 0.728 0.940 
AEC2 14.98 11.829 0.934 0.855 
AEC3 14.79 13.490 0.932 0.868 
AEC4 14.74 14.393 0.739 0.922 
 
  
 Scale Mean if 
Item Deleted 






Alpha if Item 
Deleted 
EEC1 8.43 3.958 0.630 0.697 
EEC2 8.78 4.014 0.671 0.653 
EEC3 8.57 4.397 0.566 0.764 
 
  
 Scale Mean if 
Item Deleted 






Alpha if Item 
Deleted 
ICD1 12.67 12.569 0.498 0.746 
ICD2 12.55 11.766 0.606 0.695 
ICD3 13.05 11.705 0.461 0.770 









 Scale Mean if 
Item Deleted 






Alpha if Item 
Deleted 
INN1 13.81 7.377 0.787 0.827 
INN2 14.24 8.230 0.638 0.889 
INN3 13.81 8.353 0.768 0.836 
INN4 13.71 8.599 0.800 0.829 
 
  
 Scale Mean if 
Item Deleted 






Alpha if Item 
Deleted 
OPL1 13.67 3.789 0.572 0.554 
OPL2 14.07 3.531 0.564 0.556 
OPL3 13.93 4.214 0.435 0.644 





 Scale Mean if 
Item Deleted 






Alpha if Item 
Deleted 
LIK1 7.63 8.804 0.866 0.831 
LIK2 7.48 8.769 0.781 0.905 




 Scale Mean if 
Item Deleted 






Alpha if Item 
Deleted 
AST1 11.33 15.917 0.732 0.881 
AST2 11.53 15.435 0.825 0.846 
AST3 11.68 15.712 0.821 0.848 








 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
EST1 4.93 1.216 0.623 N.A. 
EST2 5.01 1.195 0.623 N.A. 
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Item Deleted 





Alpha if Item 
Deleted 
ICD1 12.18 11.174 0.503 0.635 
ICD2 11.78 10.128 0.639 0.552 
ICD3 12.98 9.507 0.506 0.637 
ICD4 12.78 12.281 0.342 0.724 
 
  
 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
INN1 12.53 10.102 0.779 0.762 
INN2 13.20 7.856 0.596 0.863 
INN3 12.38 9.881 0.680 0.788 
INN4 12.53 9.435 0.726 0.767 
 
  
 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
OPL1 12.65 10.644 0.598 0.794 
OPL2 12.80 9.703 0.736 0.737 
OPL3 12.80 9.395 0.616 0.785 
OPL4 12.60 8.297 0.656 0.774 
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 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
LIK1 8.79 6.110 0.807 0.887 
LIK2 8.55 50631 0.834 0.862 





 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
AEC1 15.30 6.530 0.587 0.872 
AEC2 15.30 6.093 0.768 0.796 
AEC3 15.33 5.604 0.845 0.760 
AEC4 15.06 6.746 0.640 .847 
 
  
 Scale Mean if 
Item Deleted 






Alpha if Item 
Deleted 
EEC1 8.94 4.496 0.511 0.717 
EEC2 9.06 5.184 0.615 0.596 




 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
AST1 12.52 13.883 0.792 0.897 
AST2 13.00 12.125 0.875 0.867 
AST3 12.85 13.070 0.844 0.879 
AST4 12.55 13.756 0.728 0.918 
 
  
 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
EST1 4.82 1.216 0.631 N.A. 




 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
ICD1 12.91 10.710 0.586 0.724 
ICD2 13.12 10.610 0.709 0.679 
ICD3 14.09 9.898 0.464 0.797 








 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
INN1 13.48 10.570 0.907 0.854 
INN2 14.48 10.383 0.682 0.942 
INN3 13.58 11.689 0.770 0.900 
INN4 13.64 10.176 0.899 0.853 
 
  
 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
OPL1 13.21 6.672 0.818 0.662 
OPL2 13.36 9.114 0.652 0.769 
OPL3 13.73 8.017 0.405 0.895 






 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
LIK1 8.75 6.065 0.842 0.783 
LIK2 8.63 6.435 0.710 0.900 




 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
APR1 10.53 7.160 0.799 0.785 
APR2 10.19 6.802 0.842 0.744 
APR3 10.78 7.080 0.645 0.931 
 
  
 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
DIA1 34.66 51.846 0.848 0.897 
DIA2 34.72 54.918 0.773 0.904 
DIA3 34.81 55.770 0.605 0.919 
DIA4 34.63 53.210 0.889 0.894 
DIA5 34.72 55.822 0.797 0.903 
DIA6 34.78 56.564 0.662 0.913 
DIA7 35.28 57.822 0.565 0.921 






 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
ICD1 14.34 10.233 0.645 0.791 
ICD2 14.22 10.370 0.526 0.840 
ICD3 14.59 8.765 0.728 0.749 
ICD4 14.50 8.645 0.738 0.744 
 
  
 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
INN1 12.09 11.055 0.734 0.744 
INN2 12.16 11.233 0.836 0.698 
INN3 12.28 15.499 0.353 0.901 
INN4 12.22 11.789 0.735 0.745 
 
  
 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
OPL1 12.09 11.055 0.734 0.744 
OPL2 12.16 11.233 0.836 0.698 
OPL3 12.28 15.499 0.353 0.901 





 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
LIK1 8.73 8.871 0.861 0.945 
LIK2 8.60 8.400 0.923 0.897 




 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
ANR1 9.75 8.808 0.541 0.859 
ANR2 9.93 6.687 0.710 0.696 





 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
DIA1 36.75 60.808 0.834 0.900 
DIA2 36.65 60.079 0.805 0.901 
DIA3 37.30 66.472 0.404 0.935 
DIA4 36.85 59.003 0.847 0.898 
DIA5 36.58 61.020 0.792 0.903 
DIA6 36.63 57.933 0.762 0.905 
DIA7 36.58 61.225 0.753 0.906 
DIA8 36.85 61.721 0.703 0.910 
 
 
 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
ICD1 13.85 17.362 0.713 0.801 
ICD2 13.43 20.763 0.603 0.853 
ICD3 14.33 12.430 0.770 0.792 
ICD4 14.20 15.344 0.774 0.770 
 
  
 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
INN1 13.55 11.741 0.869 0.903 
INN2 14.35 13.054 0.711 0.954 
INN3 13.55 12.459 0.905 0.895 
INN4 13.75 11.679 0.897 0.894 
 
  
 Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
OPL1 13.03 14.897 0.701 0.910 
OPL2 12.98 14.281 0.827 0.869 
OPL3 13.13 13.189 0.760 0.894 






Appendix 1_B. Factor Analysis 
Factor Analysis – Condition 1 
 
Component 
  1 2 3 4 
LIK1 .140 .899 .084 .024 
LIK 2 .214 .881 .073 .152 
LIK 3 .227 .905 .184 .023 
ICD1 -.031 .236 .005 .782 
ICD2 .363 .444 -.276 .622 
ICD3 -.123 -.176 .035 .674 
ICD4 -.108 .041 .459 .613 
INN1 .851 .296 .121 -.035 
INN2 .869 -.017 .284 .043 
INN3 .681 .439 -.146 -.270 
INN4 .823 .384 .039 .023 
OPL1 . 529 .064 . 710 -.149 
OPL2 .532 .117 .691 -.058 
OPL3 .006 .078 .794 .163 





Factor Analysis – Condition 2 
 
  Component 
  1 2 3 4 5 6 
LIK1 .861 .037 -.212 -.014 -.038 .195 
LIK 2 .892 .034 -.212 -.159 -.080 .201 
LIK 3 .798 .159 -.230 -.063 .004 .328 
AEC1 -.049 .279 .530 .449 .504 .061 
AEC2 .067 .177 .424 .271 .766 -.036 
AEC3 .092 .157 .362 .293 .814 -.012 
AEC4 .102 .149 .113 .145 .859 -.216 
EEC1 .178 -.039 .835 .084 .156 -.007 
EEC2 -.138 .035 .789 -.245 .136 .223 
EEC3 -.285 .234 .714 .034 -.193 .126 
ICD1 .150 .159 .186 .067 .180 .844 
ICD2 .248 -.049 .336 .475 .348 .561 
ICD3 -.070 .076 .068 .001 -.022 .905 
ICD4 .120 .071 .034 .115 .333 .847 
INN1 .181 .860 .043 -.098 -.015 -.039 
INN2 -.191 .790 -.074 .117 .163 -.226 
INN3 .310 .841 .095 .125 .034 .191 
INN4 .112 .860 -.054 .098 .054 .075 
OPL1 .170 .298 .198 .666 .028 .121 
OPL2 .044 .243 .311 .610 -.056 .277 
OPL3 .060 .206 .031 .761 -.121 .162 





Factor Analysis – Condition 3 
  
Component 
  1 2 3 4 5 6 
LIK1 .876 .084 .178 .102 -.052 .087 
LIK 2 .842 .038 .224 .181 .208 .060 
LIK 3 .891 .134 .061 .012 -.054 .147 
AST1 .499 .587 .144 .032 -.084 .029 
AST2 .578 .678 -.059 -.054 -.118 .044 
AST3 .604 .657 -.118 .031 -.118 -.244 
AST4 .375 .714 .147 .220 .075 -.025 
EST1 .006 -.069 -.140 -.051 .868 .130 
EST2 .024 -.020 .273 .048 .629 -.109 
ICD1 .228 -.129 .019 .117 -.043 .821 
ICD2 .093 .094 -.054 .057 .053 .924 
ICD3 .056 .050 -.121 .429 .080 .776 
ICD4 .119 .335 -.167 .255 -.125 .717 
INN1 .132 .463 .473 -.282 -.355 .341 
INN2 .364 .252 .619 -.080 .056 .485 
INN3 .114 .455 .234 -.256 -.362 .466 
INN4 .181 .747 .352 -.049 -.146 .306 
OPL1 .024 .001 .919 .058 .036 -.011 
OPL2 .217 .128 .897 -.070 .028 -.049 
OPL3 .152 .406 .686 -.211 .259 -.153 





Factor Analysis – Condition 4 
 
  Component 
  1 2 3 4 5 6 7 8 
LIK1 .196 .808 .226 -.029 .021 .109 .079 -.110
LIK 2 .107 .849 .160 .082 -.251 .200 -.016 -.013
LIK 3 .157 .789 .362 .127 -.095 .180 .094 -.009
AEC1 -.120 .511 .208 -.138 .148 .419 .342 -.027
AEC2 .131 .252 .187 -.350 .064 .693 .156 -.294
AEC3 .226 .490 .325 -.074 .169 .676 .161 -.030
AEC4 .203 .203 .087 -.068 .146 .830 -.127 .076
EEC2 -.201 .141 -.253 .072 .098 -.020 .024 .756
EEC3 .104 -.035 .070 -.064 .235 -.392 .001 .800
EEC4 .006 -.372 -.030 -.067 .055 .235 .099 .794
AST1 -.046 .304 .795 -.143 .304 .091 -.159 -.004
AST2 .161 .235 .877 -.038 .071 .119 .188 -.043
AST3 .056 .151 .922 .028 .083 .098 .108 -.110
AST4 .124 .509 .629 .231 .068 .146 .054 -.129
EST2 .195 .177 .231 .235 -.034 .048 .686 .028
EST3 .216 .139 .036 .102 -.132 -.014 .821 .057
ICD1 -.061 -.245 .289 .248 .762 .105 -.103 .010
ICD2 -.018 -.160 .166 .006 .757 .240 -.334 .243
ICD3 -.071 .277 -.054 -.248 .737 -.151 .320 .155
ICD4 .284 -.093 .158 -.385 .702 .224 -.011 .118
INN1 .865 .159 .068 .230 .003 .145 .170 -.069
INN2 .777 .135 .317 .027 .091 .119 .137 .255
INN3 .830 .067 -.039 .251 -.048 -.003 .107 -.162
INN4 .863 .101 .041 .237 .004 .181 .222 -.091
OPL1 .372 .070 .024 .810 -.168 -.116 .261 .008
OPL2 .411 .121 -.055 .746 .158 -.230 -.020 -.002
OPL3 .529* -.276 -.070 .497 .111 .074 .229 .041





Factor Analysis – Condition 5 
 
Component 
  1 2 3 4 5 6 
LIK1 .278 .010 .139 .871 .046 .004 
LIK 2 .517 .101 .287 .630 .343 -.068 
LIK 3 .098 -.052 .121 .929 -.040 .112 
DIA1 .606 .046 .620 .274 .021 -.016 
DIA2 . 441 .011 . 705 .156 -.063 .138 
DIA3  .190 .037 .761 .102 -.277 .333 
DIA4 .596 .161 .611 .263 .005 -.154 
DIA5 .602 .065 .640 -.055 -.055 .067 
DIA6 . 111 .187 . 832 .193 .064 .002 
DIA7 .114 .218 .794 .170 .079 -.183 
DIA8 .635* .159 .412 .304 .088 -.133 
APR1 .882 .057 .073 .017 -.017 .087 
APR2 .887 .092 .226 .134 .046 .147 
APR3 .551 .461 .215 .334 -.082 .109 
ICD1 .375 .051 .390 -.007 . 715 . 151 
ICD2 -.130 .104 -.119 -.065 .839 .212 
ICD3 . 016 .333 -.033 .369 . 481 .537 
ICD4 . 091 .186 -.040 .094 -.850 .078 
INN1 .096 .836 .191 .119 .019 -.051 
INN2 -.040 .791 -.088 .046 .284 .239 
INN3 .287 .809 .277 -.170 .077 .114 
INN4 .152 .887 .091 -.167 -.012 .074 
OPL1 .217 . 012 -.058 .138 .435 . 725 
OPL2 .111 .660* -.011 .179 . 045 . 637 
OPL3 -.077 .182 -.188 .028 .299 .739 




Factor Analysis – Condition 6 
 
  Component 
  1 2 3 4 5 6 
LIK1 .172 .110 .174 .886 .170 -.006 
LIK 2 .189 .090 .011 .932 .128 -.018 
LIK 3 .144 .136 -.029 .946 -.055 .022 
DIA1 .830 .160 -.124 .088 .242 -.125 
DIA2 .827 .058 .053 .178 .248 -.212 
DIA3  .393 -.154 -.398 .180 .398* .080 
DIA4 .790 .154 .117 .360 .258 .118 
DIA5 .847 .135 .127 .218 .039 .307 
DIA6 .702 .126 .191 .240 .361 .131 
DIA7 .770 .380 -.014 -.080 .150 -.011 
DIA8 .537 .154 -.166 .088 .486 .420 
ANR1 .306 .304 .174 .012 .635 .046 
ANR2 .195 -.215 -.100 .053 .868 .102 
ANR4 .177 .114 .028 .126 .878 -.196 
ICD1 .008 .030 .844 -.017 -.021 .322 
ICD2 .434 -.022 .699 -.042 .014 .227 
ICD3 -.034 .067 .863 .167 .071 -.149 
ICD4 .097 .010 .855 .068 -.041 -.274 
INN1 .549 .682 .196 .039 .106 -.083 
INN2 .387 .665 .141 -.099 -.204 .190 
INN3 .619* .607 .269 .117 .021 .041 
INN4 .578 .609 .206 .077 -.094 -.074 
OPL1 .035 .417 -.010 .121 -.050 .836 
OPL2 .077 .108 -.074 .100 .039 .837 
OPL3 .016 -.385 -.004 .212 .146 .820 




Appendix 1_C. The Screenshots of Experiment Websites 
1. Screen Capture of the Product Page 
 




3. Screen Capture of the Main Page with Economic Rewards 
 









Appendix 1_D. The Manipulation of Economic Rewards and Status 
Incentives in System Introductions 
1. No System Stimuli 
    
You are invited by a research group which is studying electronic consumer review systems to complete 
the survey. Currently we are contemplating to build an electronic review system in NUS. Named as 
eReviewCenter, the Web-based electronic review system covers electronic products such as digital 
cameras, notebooks, mp3s, mobile phones, and PDAs that are widely used by NUS community members.
You can know the system better by browsing the prototype of the system website. Below is a brief 
introduction of the system.  
1 
The main page of 
eReviewCenter shows 
you the major electronic 
product categories. It 
features specific products 
that have been added to 
the system recently for 
you to review. It also 
provides shortcuts to 
some recent reviews 
provided by users for you 
to learn the products and 
make purchase decisions. 
You can also sign up 
with the system to write 




    
2 More products are 
available on their 
respective category main 
pages. On the right is the 
main page of the 
category of digital 
cameras. Other 
categories have similar 
look and structure. You 
can click on each product 
to access the product 
page and write a review 
on the product. You can 
also add products for 





3 The product page allows 
you to view the product 
specifications and 
contains the links to 
pages for writing a 
review and for viewing 
the reviews on the 




4 On the right is the review 
form. Free text review 
can be entered and 
submitted once you have 





The ultimate users' responses are vital for an information system. Thus your perception on the system is very 
important for us to enhance the system and to formulate the system introduction approach. The survey is 
administered therefore to acquire your various perceptions on the eReviewCenter. 
Please be assured that the data collected will be only used for research purpose. Only aggregate information 
will be drawn. 




2. Economic Rewards Only 
    
You are invited by a research group which is studying electronic consumer review systems to complete 
the survey. Currently we are contemplating to build an electronic review system in NUS. Named as 
eReviewCenter, the Web-based electronic review system covers electronic products such as digital 
cameras, notebooks, mp3s, mobile phones, and PDAs that are widely used by NUS community members.
  
To encourage review participation, the system will award you credit points basing on your information 
contribution. You can submit as much electronic product consumption information as possible to accumulate 
your credit points. You may browse the reviewer profile page that indicates your credit points on the 
eReviewCenter. These points can be used for consumption redemptions at NUS Co-op, major telecos including 
SingTel, StarHub, and M1, and many electronic shops. Check out what you can redeem here.  
 
You can know the system better by browsing the prototype of the system website. Below is a brief 
introduction of the system. 
1 The main page of 
eReviewCenter shows 
you the major electronic 
product categories. It 
features specific products 
that have been added to 
the system recently for 
you to review. It also 
provides shortcuts to 
some recent reviews 
provided by users for 
you to learn the products 
and make purchase 
decisions. You can also 
sign up with the system 






2 More products are 
available on their 
respective category main 
pages. On the right is the 
main page of the 
category of digital 
cameras. Other 
categories have similar 
look and structure. You 
can click on each product 
to access the product 
page and write a review 
on the product. You can 
also add products for 
review to the system. 
 
 
3 The product page allows 
you to view the product 
specifications and 
contains the links to 
pages for writing a 
review and for viewing 
the reviews on the 




4 On the right is the review 
form. Free text review 
can be entered and 
submitted once you have 





The ultimate users' responses are vital for an information system. Thus your perception on the system is very 
important for us to enhance the system and to formulate the system introduction approach. The survey is 
administered therefore to acquire your various perceptions on the eReviewCenter. 
Please be assured that the data collected will be only used for research purpose. Only aggregate information 
will be drawn. 




3. Status Incentives Only 
    
You are invited by a research group which is studying electronic consumer review systems to complete 
the survey. Currently we are contemplating to build an electronic review system in NUS. Named as 
eReviewCenter, the Web-based electronic review system covers electronic products such as digital 
cameras, notebooks, mp3s, mobile phones, and PDAs that are widely used by NUS community members.
  
To encourage review participation, the system will award you distinctive status like advisors and top reviewers 
basing on your information contribution and rank among the eReviewCenter reviewers. While top reviewers are 
awarded to people whose reviews excel in quantity and quality, advisors are granted to those who are recognized 
by the eReviewCenter to have expertise in the products. Therefore you can submit as much electronic product 
consumption information as possible to accumulate your credit points to show your product knowledge and 
expertise and to promote your status. You may browse the reviewer profile page that shows a reviewer's status 
information on the eReviewCenter. Advisors and top reviewers will also be featured on the eReviewCenter main 
page. 
 
You can know the system better by browsing the prototype of the system website. Below is a brief 
introduction of the system. 
1 The main page of 
eReviewCenter shows 
the major electronic 
product categories. It 
features specific products 
that have been added to 
the system recently for 
you to review. It also 
provides shortcuts to 
some recent reviews 
provided by users for 
you to learn the products 
and make purchase 
decisions. You can also 
sign up with the system 
to write and submit your 
product reviews. Most 
importantly, advisors and 
top reviewers are 
featured on the right of 










2 More products are 
available on their 
respective category main 
pages. On the right is the 
main page of the 
category of digital 
cameras. Other 
categories have similar 
look and structure. You 
can click on each product 
to access the product 
page and write a review 
on the product. You can 
also add products for 
review to the system. 
  
 
3 The product page allows 
you to view the product 
specifications and 
contains the links to 
pages for writing a 
review and for viewing 
the reviews on the 




4 On the right is the review 
form. Free text review 
can be entered and 
submitted once you have 





The ultimate users' responses are vital for an information system. Thus your perception on the system is very 
important for us to enhance the system and to formulate the system introduction approach. The survey is 
administered therefore to acquire your various perceptions on the eReviewCenter. 
Please be assured that the data collected will be only used for research purpose. Only aggregate information 
will be drawn. 




4. Both Economic Rewards and Status Incentives 
    
You are invited by a research group which is studying electronic consumer review systems to complete 
the survey. Currently we are contemplating to build an electronic review system in NUS. Named as 
eReviewCenter, the Web-based electronic review system covers electronic products such as digital 
cameras, notebooks, mp3s, mobile phones, and PDAs that are widely used by NUS community members.
  
To encourage review participation, the system will track your contribution and convert your contribution to 
credit points. The credit points will bring you two benefits. 
First, These points can be used for consumption redemptions at NUS Co-op, major telecos including Singtel, 
StarHub, and M1, and many electronic shops. Check out what you can redeem here.  Second, the system will 
award you distinctive status like advisors and top reviewers based on your information contribution and rank 
among the eReviewCenter reviewers. While top reviewers are awarded to people whose reviews excel in 
quantity and quality, advisors are granted to those who are recognized by the eReviewCenter to have expertise in 
the products. Advisors and top reviewers will also be featured on the eReviewCenter main page. 
Therefore you can submit as much electronic product consumption information as possible to accumulate your 
credit points to be awarded economically and to show your product knowledge and expertise. You may browse 
the reviewer profile page that shows a reviewer's points and status information on the eReviewCenter.  
 
 
You can know the system better by browsing the prototype of the system website. Below is a brief 
introduction of the system. 
1 The main page of 
eReviewCenter shows 
the major electronic 
product categories. It 
features specific products 
that have been added to 
the system recently for 
you to review. It also 
provides shortcuts to 
some recent reviews 
provided by users for 
you to learn the products 
and make purchase 
decisions. You can also 
sign up with the system 
to write and submit your 






importantly, advisors and 
top reviewers are 
featured on the right of 
the main page. 
 
 
2 More products are 
available on their 
respective category main 
pages. On the right is the 
main page of the 
category of digital 
cameras. Other 
categories have similar 
look and structure. You 
can click on each product 
to access the product 
page and write a review 
on the product. You can 
also add products for 
review to the system. 
  
 
3 The product page allows 
you to view the product 
specifications and 
contains the links to 
pages for writing a 
review and for viewing 
the reviews on the 






4 On the right is the review 
form. Free text review 
can be entered and 
submitted once you have 





The ultimate users' responses are vital for an information system. Thus your perception on the system is very 
important for us to enhance the system and to formulate the system introduction approach. The survey is 
administered therefore to acquire your various perceptions on the eReviewCenter. 
Please be assured that the data collected will be only used for research purpose. Only aggregate information 
will be drawn. 




Appendix 1_E. Questionnaires for Study 1 
 




A. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1. It is likely that I will post my reviews to the system. 1 2 3 4 5 6 7 
2. I am likely to contribute reviews of my actual 
consumptions to the system. 
1 2 3 4 5 6 7 
3. The probability that I will write product reviews for 
the system is high. 






B. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1a While I was answering the previous questions, I had 
a specific electronic product in my mind. 
1 2 3 4 5 6 7 
1b I was referring to a very specific electronic product 
when answering the above questions. 
1 2 3 4 5 6 7 
C. This section contains some general questions about your own experience and belief, which is NOT 
related to the eReviewCenter. Your response will not be used to identify you in any way. Please indicate 
the extent to which you agree or disagree with each statement by ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
2a Online communication is often a satisfying choice 
for social communication. 
1 2 3 4 5 6 7 
2b It is comforting and relaxing to communicate on the 
Internet. 
1 2 3 4 5 6 7 
2c A significant proportion of my communication with 
others is conducted through computer network. 
1 2 3 4 5 6 7 
2d I prefer computer-mediated communication to other 
forms of communication such as face-to-face and 
telephone 
1 2 3 4 5 6 7 
3a If I heard about a new information technology or 
system, I would look for ways to experiment with it. 
1 2 3 4 5 6 7 
3b Among my peers, I am usually the first to try out 
new information systems and technologies. 
1 2 3 4 5 6 7 
3c I like to experiment with new information systems. 1 2 3 4 5 6 7 
3d In general, I am hesitant to try out new 
communication systems. 
1 2 3 4 5 6 7 
4a Other people come to me for advice about choosing 
electronic products and service. 
1 2 3 4 5 6 7 
4b People that I know choose electronic products or 
services based on what I have told them. 
1 2 3 4 5 6 7 
4c I often persuade other people to buy the electronic 
products that I like. 
1 2 3 4 5 6 7 
4d I often influence people’s opinions on electronic 
products and services. 










D. The questions below are designed to obtain certain demographic information about you. These 
responses will not be used to identify you in any way. Please indicate your answers by filling in the 
appropriate place. 
1 Your email address:  
2 Gender: [] Male                  [] Female 
3 Age: [] Below 19 
[] 20-24 
[] 25-29 
4 School year: [] 1st year 
[] 2nd year 
[] 3rd year 
[] Honors year 
[] Postgraduate 
5 Internet usage [] Less often than once each week 
[] Once each week 
[] Several times each week 
[] Once per day 









A. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1 It is likely that I will post my reviews to the system. 1 2 3 4 5 6 7 
2 I am likely to contribute reviews of my actual 
consumptions to the system. 
1 2 3 4 5 6 7 
3 The probability that I will write product reviews for 
the system is high. 




B. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1 The rewards of shopping vouchers are really 
enticing. 
1 2 3 4 5 6 7 
2 I am interested in the credit points offered by the 
system. 
1 2 3 4 5 6 7 
3 The credit points and the associated economic 
rewards the system provides for information 
contributors sound attractive to me. 
1 2 3 4 5 6 7 
4 I want to accumulate the credit points provided by 
the system for redemptions. 
1 2 3 4 5 6 7 
C. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1 I am uncertain if I can really accumulate enough 
credit points for rewards from the system after I 
contribute product reviews. 
1 2 3 4 5 6 7 
2 Given the contribution level that is acceptable to me, 
it is not likely for me to earn any reward from the 
system. 
1 2 3 4 5 6 7 
3 Obtaining the monetary rewards from the system is 
difficult 





D. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1a While I was answering the previous questions, I had 
a specific electronic product in my mind. 
1 2 3 4 5 6 7 
1b I was referring to a very specific electronic product 
when answering the above questions. 
1 2 3 4 5 6 7 
E. This section contains some general questions about your own experience and belief, which is NOT 
related to the eReviewCenter. Your response will not be used to identify you in any way. Please indicate 
the extent to which you agree or disagree with each statement by ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
2a Online communication is often a satisfying choice 
for social communication. 
1 2 3 4 5 6 7 
2b It is comforting and relaxing to communicate on the 
Internet. 
1 2 3 4 5 6 7 
2c A significant proportion of my communication with 
others is conducted through computer network. 
1 2 3 4 5 6 7 
2d I prefer computer-mediated communication to other 
forms of communication such as face-to-face and 
telephone 
1 2 3 4 5 6 7 
3a If I heard about a new information technology or 
system, I would look for ways to experiment with it. 
1 2 3 4 5 6 7 
3b Among my peers, I am usually the first to try out 
new information systems and technologies. 
1 2 3 4 5 6 7 
3c I like to experiment with new information systems. 1 2 3 4 5 6 7 
3d In general, I am hesitant to try out new 
communication systems. 
1 2 3 4 5 6 7 
4a Other people come to me for advice about choosing 
electronic products and service. 
1 2 3 4 5 6 7 
4b People that I know choose electronic products or 
services based on what I have told them. 
1 2 3 4 5 6 7 
4c I often persuade other people to buy the electronic 
products that I like. 
1 2 3 4 5 6 7 
4d I often influence people’s opinions on electronic 
products and services. 












F. The questions below are designed to obtain certain demographic information about you. These responses 
will not be used to identify you in any way. Please indicate your answers by filling in the appropriate place. 
1 Your email address:  
2 Gender: [] Male                           [] Female 
3 Age: [] Below 19                    [] 20-24                        [] 25-29 
4 School year: [] 1st year                        [] 2nd year                     [] 3rd year 
[] Honors year                [] Postgraduate 
5 Internet usage [] Less often than once each week 
[] Once each week 
[] Several times each week 
[] Once per day 








A. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1 It is likely that I will post my reviews to the system. 1 2 3 4 5 6 7 
2 I am likely to contribute reviews of my actual 
consumptions to the system. 
1 2 3 4 5 6 7 
3 The probability that I will write product reviews for 
the system is high. 




B. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1 The distinct recognition of advisors and top 
reviewers from the system sounds attractive to me. 
1 2 3 4 5 6 7 
2 I am keen to gain the position of advisor and top 
reviewer of the system. 
1 2 3 4 5 6 7 
3 The status such as advisors and top reviewers is 
appealing to me. 
1 2 3 4 5 6 7 
4 The advisor and top reviewer status granted to 
consumption information contributors is interesting. 
1 2 3 4 5 6 7 
C. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1 It is quite uncertain to earn the distinct top reviewer 
status for me. 
1 2 3 4 5 6 7 
2 I expect the top reviewer and advisor status would be 
too demanding to be obtained easily. 





D. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1a While I was answering the previous questions, I had 
a specific electronic product in my mind. 
1 2 3 4 5 6 7 
1b I was referring to a very specific electronic product 
when answering the above questions. 
1 2 3 4 5 6 7 
E. This section contains some general questions about your own experience and belief, which is NOT 
related to the eReviewCenter. Your response will not be used to identify you in any way. Please indicate 
the extent to which you agree or disagree with each statement by ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
2a Online communication is often a satisfying choice 
for social communication. 
1 2 3 4 5 6 7 
2b It is comforting and relaxing to communicate on the 
Internet. 
1 2 3 4 5 6 7 
2c A significant proportion of my communication with 
others is conducted through computer network. 
1 2 3 4 5 6 7 
2d I prefer computer-mediated communication to other 
forms of communication such as face-to-face and 
telephone 
1 2 3 4 5 6 7 
3a If I heard about a new information technology or 
system, I would look for ways to experiment with it. 
1 2 3 4 5 6 7 
3b Among my peers, I am usually the first to try out 
new information systems and technologies. 
1 2 3 4 5 6 7 
3c I like to experiment with new information systems. 1 2 3 4 5 6 7 
3d In general, I am hesitant to try out new 
communication systems. 
1 2 3 4 5 6 7 
4a Other people come to me for advice about choosing 
electronic products and service. 
1 2 3 4 5 6 7 
4b People that I know choose electronic products or 
services based on what I have told them. 
1 2 3 4 5 6 7 
4c I often persuade other people to buy the electronic 
products that I like. 
1 2 3 4 5 6 7 
4d I often influence people’s opinions on electronic 
products and services. 












F. The questions below are designed to obtain certain demographic information about you. These responses 
will not be used to identify you in any way. Please indicate your answers by filling in the appropriate place. 
1 Your email address:  
2 Gender: [] Male                           [] Female 
3 Age: [] Below 19                    [] 20-24                        [] 25-29 
4 School year: [] 1st year                        [] 2nd year                     [] 3rd year 
[] Honors year                [] Postgraduate 
5 Internet usage [] Less often than once each week 
[] Once each week 
[] Several times each week 
[] Once per day 








A. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1 It is likely that I will post my reviews to the system. 1 2 3 4 5 6 7 
2 I am likely to contribute reviews of my actual 
consumptions to the system. 
1 2 3 4 5 6 7 
3 The probability that I will write product reviews for 
the system is high. 





B. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1 The distinct recognition of advisors and top 
reviewers from the system sounds attractive to me. 
1 2 3 4 5 6 7 
2 I am keen to gain the position of advisor and top 
reviewer of the system. 
1 2 3 4 5 6 7 
3 The status such as advisors and top reviewers is 
appealing to me. 
1 2 3 4 5 6 7 
4 The advisor and top reviewer status granted to 
consumption information contributors is interesting. 
1 2 3 4 5 6 7 
C. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1 It is quite uncertain to earn the distinct top reviewer 
status for me. 
1 2 3 4 5 6 7 
2 I expect the top reviewer and advisor status would be 
too demanding to be obtained easily. 
1 2 3 4 5 6 7 
D. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1 The rewards of shopping vouchers are really 
enticing. 
1 2 3 4 5 6 7 
2 I am interested in the credit points offered by the 
system. 
1 2 3 4 5 6 7 
3 The credit points and the associated economic 
rewards the system provides for information 
contributors sound attractive to me. 
1 2 3 4 5 6 7 
4 I want to accumulate the credit points provided by 
the system for redemptions. 
1 2 3 4 5 6 7 
E. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1 I am uncertain if I can really accumulate enough 
credit points for rewards from the system after I 
contribute product reviews. 
1 2 3 4 5 6 7 
2 Given the contribution level that is acceptable to me, 
it is not likely for me to earn any reward from the 
system. 
1 2 3 4 5 6 7 
3 Obtaining the monetary rewards from the system is 
difficult 





F. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1a While I was answering the previous questions, I had 
a specific electronic product in my mind. 
1 2 3 4 5 6 7 
1b I was referring to a very specific electronic product 
when answering the above questions. 
1 2 3 4 5 6 7 
G. This section contains some general questions about your own experience and belief, which is NOT 
related to the eReviewCenter. Your response will not be used to identify you in any way. Please indicate 
the extent to which you agree or disagree with each statement by ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
2a Online communication is often a satisfying choice 
for social communication. 
1 2 3 4 5 6 7 
2b It is comforting and relaxing to communicate on the 
Internet. 
1 2 3 4 5 6 7 
2c A significant proportion of my communication with 
others is conducted through computer network. 
1 2 3 4 5 6 7 
2d I prefer computer-mediated communication to other 
forms of communication such as face-to-face and 
telephone 
1 2 3 4 5 6 7 
3a If I heard about a new information technology or 
system, I would look for ways to experiment with it. 
1 2 3 4 5 6 7 
3b Among my peers, I am usually the first to try out 
new information systems and technologies. 
1 2 3 4 5 6 7 
3c I like to experiment with new information systems. 1 2 3 4 5 6 7 
3d In general, I am hesitant to try out new 
communication systems. 
1 2 3 4 5 6 7 
4a Other people come to me for advice about choosing 
electronic products and service. 
1 2 3 4 5 6 7 
4b People that I know choose electronic products or 
services based on what I have told them. 
1 2 3 4 5 6 7 
4c I often persuade other people to buy the electronic 
products that I like. 
1 2 3 4 5 6 7 
4d I often influence people’s opinions on electronic 
products and services. 












H. The questions below are designed to obtain certain demographic information about you. These 
responses will not be used to identify you in any way. Please indicate your answers by filling in the 
appropriate place. 
1 Your email address:  
2 Gender: [] Male                           [] Female 
3 Age: [] Below 19                    [] 20-24                        [] 25-29 
4 School year: [] 1st year                        [] 2nd year                     [] 3rd year 
[] Honors year                [] Postgraduate 
5 Internet usage [] Less often than once each week 
[] Once each week 
[] Several times each week 
[] Once per day 




Questionnaire Used for Condition 5 
Part 0 
Manufacturers strive to incorporate new technologies and concepts in their products to 
meet consumers' growing needs. Consumers often experience consumptions that exceed 
their pre-consumption expectations. Electronic products such as mobile phones, PDAs, 
mp3s, laptops, and digital cameras are not exceptions. Some electronic products excel for 
such reasons as good interface design, convenient operation system, stable performance, 
excellent customer service, overall cost efficiency, etc. These products have brought great 
consumption satisfaction to consumers. You must have used some satisfactory electronic 
products that deserve recommendations. 
 
Please recall one of such satisfactory electronic products you have experienced and 
answer the following questions. 
Please indicate the product 
category of the satisfactory 






Please indicate your evaluation 
of the product. 
Very 
Unsatisfactory 






A. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1. It is likely that I will post my reviews to the system. 1 2 3 4 5 6 7 
2. I am likely to contribute reviews of my actual 
consumptions to the system. 
1 2 3 4 5 6 7 
3. The probability that I will write product reviews for 
the system is high. 





B. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1 I am supportive of the idea of recommending a good 
product to other people. 
1 2 3 4 5 6 7 
2 Good products deserve consumers' recommendations 
in return. 
1 2 3 4 5 6 7 
3 I have a strong desire to share my experience after 
encountering a good product. 
1 2 3 4 5 6 7 
C. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1 People will rely on product compliments from the 
system to make wise consumption decisions. 
1 2 3 4 5 6 7 
2 The system can influence people’s purchase 
decisions greatly. 
1 2 3 4 5 6 7 
3 System users will accept the reviewers’ 
recommendations to decide what to buy. 
1 2 3 4 5 6 7 
4 People will rely on product complaints from the 
system to make wise consumption decisions. 
1 2 3 4 5 6 7 
5 Positive product reviews from the system will 
encourage people to buy these products. 
1 2 3 4 5 6 7 
6 Negative comments on products in the system will 
significantly shape system users’ purchase decisions. 
1 2 3 4 5 6 7 
7 People tend to use online positive product reviews to 
decide what to buy. 
1 2 3 4 5 6 7 
8 Online negative product reviews will make people 
avoid buying these products. 





D. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1a While I was answering the previous questions, I had 
a specific electronic product in my mind. 
1 2 3 4 5 6 7 
1b I was referring to a very specific electronic product 
when answering the above questions. 
1 2 3 4 5 6 7 
E. This section contains some general questions about your own experience and belief, which is NOT 
related to the eReviewCenter. Your response will not be used to identify you in any way. Please indicate 
the extent to which you agree or disagree with each statement by ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
2a Online communication is often a satisfying choice 
for social communication. 
1 2 3 4 5 6 7 
2b It is comforting and relaxing to communicate on the 
Internet. 
1 2 3 4 5 6 7 
2c A significant proportion of my communication with 
others is conducted through computer network. 
1 2 3 4 5 6 7 
2d I prefer computer-mediated communication to other 
forms of communication such as face-to-face and 
telephone 
1 2 3 4 5 6 7 
3a If I heard about a new information technology or 
system, I would look for ways to experiment with it. 
1 2 3 4 5 6 7 
3b Among my peers, I am usually the first to try out 
new information systems and technologies. 
1 2 3 4 5 6 7 
3c I like to experiment with new information systems. 1 2 3 4 5 6 7 
3d In general, I am hesitant to try out new 
communication systems. 
1 2 3 4 5 6 7 
4a Other people come to me for advice about choosing 
electronic products and service. 
1 2 3 4 5 6 7 
4b People that I know choose electronic products or 
services based on what I have told them. 
1 2 3 4 5 6 7 
4c I often persuade other people to buy the electronic 
products that I like. 
1 2 3 4 5 6 7 
4d I often influence people’s opinions on electronic 
products and services. 










F. The questions below are designed to obtain certain demographic information about you. These responses 
will not be used to identify you in any way. Please indicate your answers by filling in the appropriate place. 
1 Your email address:  
2 Gender: [] Male                  [] Female 
3 Age: [] Below 19 
[] 20-24 
[] 25-29 
4 School year: [] 1st year 
[] 2nd year 
[] 3rd year 
[] Honors year 
[] Postgraduate 
5 Internet usage [] Less often than once each week 
[] Once each week 
[] Several times each week 
[] Once per day 




Questionnaire Used for Condition 6 
Part 0 
Consumers sometimes inevitably experience consumptions that do not live up to their 
pre-consumption expectations. Electronic products such as mobile phones, PDAs, mp3s, 
laptops, and digital cameras are not exceptions. Some electronic products fail to satisfy 
the users' needs for such reasons as poor interface design, inconvenient operation system, 
unstable performance, bad customer service, overall cost inefficiency, etc. To certain 
extent, these unsatisfactory products cause economic losses and psychological 
discomfort. 
 
Please recall one of such unsatisfactory electronic products you have experienced 
and answer the following questions. 
Please indicate the product 
category of the satisfactory 






Please indicate your evaluation 
of the product. 
Very 
Unsatisfactory 






A. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1. It is likely that I will post my reviews to the system. 1 2 3 4 5 6 7 
2. I am likely to contribute reviews of my actual 
consumptions to the system. 
1 2 3 4 5 6 7 
3. The probability that I will write product reviews for 
the system is high. 





B. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1 I am supportive of the idea of complaining a low 
quality product to other people. 
1 2 3 4 5 6 7 
2 Products that fail to satisfy consumers deserve 
complaints in return. 
1 2 3 4 5 6 7 
3 I have a strong desire to complain when I experience 
an unsatisfactory consumption. 
1 2 3 4 5 6 7 
C. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1 People will rely on product compliments from the 
system to make wise consumption decisions. 
1 2 3 4 5 6 7 
2 The system can influence people’s purchase 
decisions greatly. 
1 2 3 4 5 6 7 
3 System users will accept the reviewers’ 
recommendations to decide what to buy. 
1 2 3 4 5 6 7 
4 People will rely on product complaints from the 
system to make wise consumption decisions. 
1 2 3 4 5 6 7 
5 Positive product reviews from the system will 
encourage people to buy these products. 
1 2 3 4 5 6 7 
6 Negative comments on products in the system will 
significantly shape system users’ purchase decisions. 
1 2 3 4 5 6 7 
7 People tend to use online positive product reviews to 
decide what to buy. 
1 2 3 4 5 6 7 
8 Online negative product reviews will make people 
avoid buying these products. 





D. Please indicate the extent to which you agree or disagree with each of the following statements by 
ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
1a While I was answering the previous questions, I had 
a specific electronic product in my mind. 
1 2 3 4 5 6 7 
1b I was referring to a very specific electronic product 
when answering the above questions. 
1 2 3 4 5 6 7 
E. This section contains some general questions about your own experience and belief, which is NOT 
related to the eReviewCenter. Your response will not be used to identify you in any way. Please indicate 
the extent to which you agree or disagree with each statement by ticking the appropriate numbers. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
2a Online communication is often a satisfying choice 
for social communication. 
1 2 3 4 5 6 7 
2b It is comforting and relaxing to communicate on the 
Internet. 
1 2 3 4 5 6 7 
2c A significant proportion of my communication with 
others is conducted through computer network. 
1 2 3 4 5 6 7 
2d I prefer computer-mediated communication to other 
forms of communication such as face-to-face and 
telephone 
1 2 3 4 5 6 7 
3a If I heard about a new information technology or 
system, I would look for ways to experiment with it. 
1 2 3 4 5 6 7 
3b Among my peers, I am usually the first to try out 
new information systems and technologies. 
1 2 3 4 5 6 7 
3c I like to experiment with new information systems. 1 2 3 4 5 6 7 
3d In general, I am hesitant to try out new 
communication systems. 
1 2 3 4 5 6 7 
4a Other people come to me for advice about choosing 
electronic products and service. 
1 2 3 4 5 6 7 
4b People that I know choose electronic products or 
services based on what I have told them. 
1 2 3 4 5 6 7 
4c I often persuade other people to buy the electronic 
products that I like. 
1 2 3 4 5 6 7 
4d I often influence people’s opinions on electronic 
products and services. 










F. The questions below are designed to obtain certain demographic information about you. These responses 
will not be used to identify you in any way. Please indicate your answers by filling in the appropriate place. 
1 Your email address:  
2 Gender: [] Male                  [] Female 
3 Age: [] Below 19 
[] 20-24 
[] 25-29 
4 School year: [] 1st year 
[] 2nd year 
[] 3rd year 
[] Honors year 
[] Postgraduate 
5 Internet usage [] Less often than once each week 
[] Once each week 
[] Several times each week 
[] Once per day 




Appendix 2_A. Reliabilities of Constructs (Item Scale Correlations) 
 
Item-Total Statistics for ACPT 
 
  
Scale Mean if Item 
Deleted 




Cronbach's Alpha if 
Item Deleted 
ACPT1 14.02 11.634 0.794 0.869
ACPT2 14.08 11.803 0.857 0.845
ACPT3 14.00 12.652 0.742 0.887
ACPT4 13.94 12.610 0.732 0.890
Mean Variance Std. Deviation N of Items Cronbach's Alpha 
18.68 20.958 4.578 4 0.902
 
 
Item-Total Statistics for DIAT 
 
  
Scale Mean if Item 
Deleted 




Cronbach's Alpha if 
Item Deleted 
DIAT1 13.87 18.986 0.579 0.864
DIAT2 14.29 13.911 0.795 0.772
DIAT3 14.35 14.098 0.763 0.787
DIAT4 14.34 15.016 0.686 0.822
Mean Variance Std. Deviation N of Items Cronbach's Alpha 
18.95 26.293 5.128 4 0.855
 
 
Item-Total Statistics for CRED 
 
  
Scale Mean if Item 
Deleted 




Cronbach's Alpha if 
Item Deleted 
CRED1 20.90 22.130 0.733 0.850
CRED2 20.42 24.383 0.626 0.868
CRED3 20.83 23.611 0.655 0.863
CRED4 20.93 21.747 0.662 0.865
CRED5 20.88 22.150 0.736 0.850
CRED6 21.09 22.610 0.720 0.853
Mean Variance Std. Deviation N of Items Cronbach's Alpha 





Item-Total Statistics for NFC 
 
  
Scale Mean if Item 
Deleted 




Cronbach's Alpha if 
Item Deleted 
NFC1 14.40 23.136 0.729 0.792
NFC2 14.48 23.060 0.788 0.776
NFC3 14.72 23.671 0.823 0.771
NFC4 13.26 25.191 0.589 0.831
NFC5 13.77 27.812 0.386 0.884
Mean Variance Std. Deviation N of Items Cronbach's Alpha 




Appendix 2_B. Experiment Task 
 
Assume that you will be going to Naples in Italy for the first time WITH ONE OF YOUR FRIENDS for the 
vacation. You and your friend decide to search and book a hotel online for your two-days’ stay in the city. 
While searching for the hotel, both of you have two (2) particular needs that you expect the hotel to meet. 
First you hope the hotel is easily accessible. Second, you would like the hotel to be located in a safe area. 
You and your friend have decided that you assume the responsibility of searching and choosing a hotel for 
the trip and your friend handles other tasks. After you have made the decision regarding whether to book a 
particular hotel, you will need to explain to your friend why you have made such a decision. 
Click the button to proceed when you finish reading the above task introduction. 
  
 216
Appendix 2_C. System Decision Aid Artifacts Manipulation Prior to 
System Exploration 
Common Part You will be browsing a set of Web pages. Assume these Web pages are taken from a 
consumer feedback website for hotel searching and booking. This website recommends 




The website has certain indicators associated with consumer recommendations to aid 
decision making. One important indicator is on the helpfulness of consumer reviews. 
A review is deemed helpful based on other consumers' comments and feedbacks on the 
review. Another indicator, top reviewer, is related to the consumer who has submitted a 
review to the website, i.e., the reviewer. The reviewer acquires the top reviewer status if 
he/she is an authenticated consumer who has registered with the consumer feedback 
website and provides high quality reviews that are well-received by consumers. 
Helpfulness 
Indicator 
The website has certain indicators associated with consumer recommendations to aid 
decision making. One important indicator is on the helpfulness of consumer reviews. 
A review is deemed helpful based on other consumers' comments and feedbacks on the 
review. 
Status Indicator The website has certain indicators associated with consumer recommendations to aid 
decision making. One important indicator, top reviewer, is related to the consumer who 
has submitted a review to the website, i.e., the reviewer. The reviewer acquires the top 
reviewer status if he/she is an authenticated consumer who has registered with the 





Common Part Assume what you are going to browse is the consumer feedback website that you come 
across when conducting an online hotel search. You are to make the decision as to 
whether or not to accept the recommendation from this website to book the hotel. 
While browsing the Web pages, you can stop at any time once you have made up your 
mind as to whether or not you accept the website's recommendation of the hotel. The 
exit buttons are provided on each Web page. Once you want to stop exploring the Web 
pages, simply scroll down to click on the EXIT button. 
However, you will NOT be allowed to go back again once you exit. 




Appendix 2_D. Need-information Congruence Manipulation in the 
EWOM Information 
Congruence I have just returned from Naples, Italy. I stayed in the hotel Novella for 3 days during 
my trip to Naples. After arriving at the hotel lobby, I was approached by friendly and 
helpful staff who helped to create a welcoming atmosphere in the hotel. The check-in 
process was efficient. The hotel is close to the subway so you can get there from the 
airport and train station straightway. The hotel is located in a quiet yet safe 
neighborhood and you don't need to worry if you come back late in the night. Both the 
room and bathroom were clean. I had my breakfast in the hotel restaurant which offered 
a lot of choices. The food quality was quite good. I would like to recommend hotel 
Novella to other tourists 
Incongruence I have just returned from Naples, Italy. I stayed in the hotel Novella for 3 days during 
my trip to Naples. After arriving at the hotel lobby, I was approached by friendly and 
helpful staff who helped to create a welcoming atmosphere in the hotel. The check-in 
process was efficient. The hotel was decorated in a tasteful and pleasant manner. The 
furniture went well with the decoration style and the materials used were of high 
quality. The room contained all essential amenities such as TV, minibar, fridge, 
hairdryer and was well maintained. Both the room and bathroom were clean. I had my 
breakfast in the hotel restaurant which offered a lot of choices. The food quality was 







Appendix 2_E. Questionnaires for Study 2 
 
Pre-expriment Questionnaire 1 
 
Section A. Please provide some information about yourself. 
A1 Gender: [] Male                  [] Female 
A2 Age [] Below 19 
[] 20-24 
[] 25-29 
A3 School year: [] 1st year 
[] 2nd year 
[] 3rd year 
[] Honors year 
[] Postgraduate 
A4 Which school/faculty are you from?  
A5 How often do you use the Internet?  
A6 Please indicate the number of times in 
the past six months you purchase 
products or information from a Web site. 
 
Section B. Please indicate your level of agreement or disagreement with each statement. 
Strongly                           Neutral                           Strongly 
Disagree                                                                     Agree 
B1 I travel a lot. 1 2 3 4 5 6 7 
B2 I am an experienced traveler. 1 2 3 4 5 6 7 
B3 I search traveling information online. 1 2 3 4 5 6 7 
B4 To me, the internet is the major source of traveling 
information. 
1 2 3 4 5 6 7 
B5 I am familiar with hotel booking for traveling. 1 2 3 4 5 6 7 
B6 I know how to book a hotel to meet my traveling 
needs. 
1 2 3 4 5 6 7 
B7 I rely on the Internet to search hotels when 
arranging my travel trips. 
1 2 3 4 5 6 7 
B8 I book hotels on the internet when planning my 
traveling. 
1 2 3 4 5 6 7 
B9 I have online hotel searching experience. 1 2 3 4 5 6 7 






Section C.  Below are some general questions that are not related to your task. Please indicate your 
agreement/disagreement with the following statements. 
Strongly                           Neutral                           Strongly 
Disagree                                                                     Agree 
C1 I do not like to do a lot of thinking 1 2 3 4 5 6 7 
C2 I try to avoid situations that require thinking in-
depth about something. 
1 2 3 4 5 6 7 
C3 I try to avoid doing something that challenges my 
thinking abilities. 
1 2 3 4 5 6 7 
C4 I prefer simple problems to complex problems 1 2 3 4 5 6 7 
C5 Thinking hard and for a long time about something 
gives me little satisfaction 
1 2 3 4 5 6 7 
 
 
Pre-expriment Questionnaire 2 
 
In the webpage you have just viewed, you are told that you will be going for an overseas trip and are 
looking for a hotel. We would like to know your understanding of the information given. 
Section A. What are the particular needs you would like the hotel to meet as instructed in the 
webpage? 
A1 The hotel should be clean.     [] True                       [] False 
A2 The hotel should be easily accessible.     [] True                       [] False 
A3 The hotel staff should be helpful and friendly.     [] True                       [] False 
A4 The hotel should be located in a safe area.     [] True                       [] False 
A5 The hotel’s food and beverage should be of high 
quality. 
    [] True                       [] False 
A6 The hotel rate should be reasonable.     [] True                       [] False 
Section B. According to the information given, how would you evaluate your responsibility in 
choosing the hotel? 
Strongly                           Neutral                           Strongly 
Disagree                                                                     Agree 
B1 I assume the major responsibility of searching and 
choosing a hotel. 
1 2 3 4 5 6 7 
B2 I am responsible to explain the hotel decision to 
my friend. 
1 2 3 4 5 6 7 
B3 My responsibility for searching and choosing hotel 
is minimal. 
1 2 3 4 5 6 7 
B4 My friend’s responsibility for searching and 
choosing hotel is minimal. 






You were asked earlier to play the role of a traveler searching for a hotel in Naples. You have just 
visited a website which recommends hotel Novella in Naples. Assuming this role, please answer the 
following questions. 
Section A. The questions in this section are about your acceptance of the recommended hotel Novella. 
Extremely                         Unsure                        Extremely 
Unlikely                                                                      Likely 
A1 What is the likelihood for you to accept the 
recommendation of the hotel from the system? 
1 2 3 4 5 6 7 
Extremely                         Unsure                        Extremely 
Improbably                                                             Probably  
A2 What is the probability for you to follow the 
recommendation of the hotel from the system? 
1 2 3 4 5 6 7 
Extremely                         Unsure                        Extremely 
Weak                                                                      Strong 
A3 How influential is the system recommendation on 
your decision whether to choose the hotel? 
1 2 3 4 5 6 7 
Extremely                         Unsure                        Extremely 
Unlikely                                                                      Likely 
A4 What is the likelihood that the system 
recommendation would lead to a positive 
consumption outcome? 
1 2 3 4 5 6 7 
Section B. This section is about the review on hotel Novella submitted by a customer on the hotel 
recommendation website. Please indicate your agreement/disagreement with the following 
statements. 
Strongly                           Neutral                           Strongly 
Disagree                                                                     Agree 
B1 The hotel review submitted by the hotel customer 
helped me to evaluate the hotel. 
1 2 3 4 5 6 7 
B2 The hotel review submitted by the hotel customer 
from the system familiarized me with the hotel in 
aspects that I am interested in. 
1 2 3 4 5 6 7 
B3 The hotel review submitted by the hotel customer 
from the system let me know the performance of 
the hotel in aspects that I  am interested in. 
1 2 3 4 5 6 7 
B4 The hotel review submitted by the hotel customer 
from the system enabled me to directly evaluate if 
the hotel could meet my needs. 










Section C. This section is about the Novella customer who provided the hotel review to the hotel 
recommendation system. Please indicate your agreement/disagreement with the following statements. 
Strongly                           Neutral                           Strongly 
Disagree                                                                  Agree 
C1 The person who submitted the hotel review is 
reliable. 
1 2 3 4 5 6 7 
C2 The person who submitted the hotel review is 
sincere. 
1 2 3 4 5 6 7 
C3 The person who submitted the hotel review is 
trustworthy. 
1 2 3 4 5 6 7 
C4 The person who submitted the hotel review is 
experienced. 
1 2 3 4 5 6 7 
C5 The person who submitted the hotel review is 
knowledgeable. 
1 2 3 4 5 6 7 
C6 The person who submitted the hotel review is 
qualified. 




Appendix 2_F. Screen Captures 
 
 






2. Screen Capture of Experiment  Manipulation of Helpfulness Indicator 
 
 











































9. Screen Capture of Presentation of Review 
 
 
10. Screen Capture of Presentation of Hotel Information 
 
 
